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Here’s for a hard driving 
finish to 1932 - - - 


Whether you’ve had a good year or a bad one, there’s not much time to 
change it before the books close on 1932. But the time that is left represents 
the best selling-time. It’s the time when everyone’s fingers tend to relax on 
the purse-strings and when aggressive salesmanship will pay the biggest 
dividends. It’s the only time of year when a large number of people start 
out to! buy without knowing exactly what they want. They want gifts for 
certain individuals, but they’re wide open to persuasion as to what these 
gifts shall be. 

Naturally most people are influenced by two motives in their Christmas 
buying—the desire to secure gifts that will bring the greatest pleasure and 
satisfaction to those who receive them, and the desire not to spend any 
more money than necessary. The clever salesman will tip the scales in favor 
of quality rather than price. : 

We have already suggested that when the customer asks for a Model 33 bolt 
action single shot rifle at $6.40, you should first show the Model 34 repeater 
at $14.60. On the same principle, you should try to sell the Model 12 slide 
action repeater at $21.50 in preference to the Model 34, and the Model 24 
autoloader at $28.00 in preference to either. Don’t be content just to make 
a sale—try in every case to make the best possible sale. Once you know 
the customer is willing to buy, you have a great advantage. You need have 
no fear of losing the smaller sale by trying to make the larger one. The 
smaller sale is already yours. You have nothing to lose and everything to 
gain by pushing the better grade article. 

And when it comes to Christmas gifts for men and boys—yes, and for lots 
of women and girls, too—you haven’t anything in the store that will be 
more appreciated than a Remington Rifle. If your stock is not ample and 
complete, you can still get a quick shipment from your jobber. Don’t lose 
out by being unprepared. People want Christmas gifts on Christmas. They 
buy from the store that has the goods and displays them. 


REMINGTON ARMS COMPANY, Inc. 
Bridgeport, Conn. 






Model 24 


Specifications: Model 12 “Standard” Grade. Slide action, Specifications: Model 24 “Standard” Grade. Autoloading, 
take down, ‘hammerless, solid breech; 22 inch round barrel; take down, hammerless, solid breech; 21 inch round barrel. 
‘straight grip, walnut stock fitted with rubber butt plate. Half pistol grip stock of American walnut, steel butt plate. 


to tak ithout adjustment .22 Short, .22 Lon Chambered for regular .22 Short, also for .22 Long Rifle 
Caeeeen 0 pies lage mca ‘“ 4 cartridge and will handle Kleanbore Hi-Speeds. (When order- 


and .22 Long Rifle cartridges, including Kleanbore Hi-Speed. 

. Cc ‘i > 
Magazine holds 15 Short, 12 Long or 10 Long Rifle cartridges. a grape ng a‘ sp ey nisnip. as — aoe 
May also be had for .22 Short cartridge only. Rear sight ine holds 15 cartridges; .22 Long Rifle magazine holds 10 
with screw adjustment for elevation. White metal bead cartridges. Rear sight with screw adjustment for elevation. 
front sight. Length taken down, 25% inches. Weight 4% White metal bead front sight. Length taken down 21 inches. 








pounds. Retail Price, $21.50, including tax. Weight about 5 pounds. Retail Price, §28.00, including tax. 
ORIGINATORS KLEANBORE AMMUNITION 


© 1932 R. A. Co. 
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Customs men 






haveit..... 












L takes years of training 
to make a good customs 
inspector. He can sense 
when someone is trying 
to get by without paying 
duty on goods. 


And it takes years of train- 
ing to be a good file in- 
spector like the men who 
check Nicholson Files. 
In addition to their 
training and ability 
to use every known 
test, these men seem 





to develop a sixth sense 
which enables them to 
eliminate any possible 
chance of flaws in work- 
manship. 


Careful inspection by 
men who have developed 
a “sixth sense” for this 
work is one reason why 
“you can’t sell Nicholson 
Quality if you don’t 
sell Nicholson Files.” 


At Your Jobber’s. 


NICHOLSON FILE COMPANY 
Providence, R.1., U.S.A. 


A FILE FOR EVERY PURPOSE 


4. 
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We promised you another sales-building idea for 1933 
A $1 000 and here it is: A Fence garden contest—$1,o00 in cash 
“PRIZE CONTEST prizes offered to home gardeners for the best Fence 
for the BEST Gardens of 1933. Announcement of this contest will 


be made in the early spring issues of garden and home 


4 Fence Gardens magazines reaching home gardeners throughout the coun- 


try. We anticipate a tremendous response from every 







part of the country. Write today for -complete informa- 
tion about window posters and advertising matter that 


you will need to take fullest advantage of this contest. 


PITTSBURGH STEEL CO. 


Union Trust Building ¢ Pittsburgh, Pennsylvania 


Pittsburgh 
Lawn Fence 
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their superiority of design, 


fine construction, 


CUSTOMER SATISFACTION! 


Your customers are the 


people you aim to please. Frequently, theirs is the final 
word when neighbors and fri 


ends become prospective buyers. 
Well Power Pumps will assure them the utmost in performance. Long recognized for 
workmanship and finish, they represent 


those in-built values which are so essential today. 


Prices have been lowered—but quality standards remain the same. 
standards which have been instrumental in 
distributors to the exclusive sale and installa 
Water Systems still prevail. 


than ever. 


Your request for information and a co 


prompt attention. 









































Superior Brand 
Hardware Cloth, 
made from copper 
bearing steel, is 
true to hardware 
cloth standards. 
Smooth, round 
wire always stand- 
ard size. Woven 
evenly and_ thor- 
oughly galvanized. 


At Your Jobber 


G. F. Wright 
Steel & Wire Co. 


Worcester, 
Mass. 











Sell Them 
by the set 
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Sets of 9, 11, 17 bits are fur- 
nished in compact cases for 
the convenience of the users. 


It isn’t hard. Bvery mechanic needs the entire set in his work, 
resolves itself to a question of selling him once or seventeen times. 





hand, preventing loss, ee. Try it. 


out the value of the case, its use in keeping the bits in order and near 
on 


polished. They bore their way through hard, knotty, cross grained wood, 


leaving # smooth hole and clean, polished surface. 


Let us send you catalogues. Order through your jobber or direct. 


The Progressive Manufacturing Co. 
TORRINGTON, CONN., U. S. A. 
















Myers Self-Oiling Deep 


Those high 
winning and holding so many dealers and 
tion of Myers Self-Oiling Power Pumps and 
They offer greater opportunities for profitable business 


py of our new catalog No. PW33 will have 


THE F.E. MYERS & BRO. CO., Ashland, Ohio 
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Ask yourself... 





Let’s look at this Stove 
and Heater Business. 
What’s in it for you? 
Plenty ! 


Take your own home, for instance. 

You could get along without a radio 

You could get along without a car 

You COULD get along without an electric refrigerator 
But you couldn’t get along without a stove! 


HF FF 


Millions of homes like yours 

All use stoves 

New Homes — new stoves right away 
Old homes — new stoves some time 


Millions of stoves 
7 y r 


Oil? Gas? Electricity ? 
In the stove and heater business you’re 
selling cooking and heating. 
Some of your customers use oil 
Some use gas 
Some use electricity 
But they all cook three squares a day 
and keep warm. 
7 T r 
If you’re going to make money 
in Stoves and Heaters 
You must be ready to 
meet consumer demand. 


What's ahead of me in 


o FLORENCE 


in 19332” 


One customer demands a wickless oil range 
Another requires a wicktype oil stove 
Here in the East they’re wild about 
Range Burners 
Other customers want gas ranges 
Then there’s the Heater business 
Circulating Room Heaters 
Radiant Heaters, Water Heaters 
— and every one of these items is a 
High Unit Sale 
with enough money profit to 
justify outside salesmen and 
adequate display. 
eo F 7 
Huge stocks are not necessary. 
Under the FLORENCE plan 
you have Stoves and Heaters 
for every need and pocketbook 
backed by a name famous for 60 years, and 
Value that folks recognize and buy. 


ee A 


FLORENCE is planning on a 
big year in 1933 

with amazing new lines 

new values, new advertising 

new merchandising. 

Florence Dealers everywhere will 
profit with FLORENCE in 1933 


y 7 gs? 


Have you seen the FLORENCE Catalog? 
It’s sent free — but only on request. 


Advertising Manager 








NOE 


COMPANY 


GARDNER, MASS. F 





EST. 1872- |! 


DECEMBER 8, 1932 





' FLORENCE STOVE COMPANY 
Gardner, Mass. 


Send me without obligation a copy of 
“The Big 3 and Profits for Me.’ 


(] Check here if you want the catalog also. 























EXACTING WORKMANSHIP 


FINER materials, more exacting workman- 
ship, greater skill in fabrication make a 
superior product. That's why our Tubular 
and Split Rivets are better than average. You 
can sell them in the knowledge that their 
driving and setting qualities are correct, that 
they will do efficiently the job they are sup- 
posed to do, and bring your customers back 


for more. 


TUBULAR RIVET 
& STUD COMPANY 


Boston- 





The largest fac- . 
tory in the world 
devoted to the 
manufacture of 
Tubular and Split 
Rivets. 
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new sales! 
new profits! 


Not since 1922 have you held a trump card like this. Never since 
the days when radios were first introduced, and turned out to be such 
sales sensations, have you had a profit opportunity such as is offered 
by the new Hammond Electric Bridge Table. 





THE HAMMOND 


electric 
bridge table 


THAT SHUFFLES AND DEALS 


An electric bridge table that shuffles the 
deck and deals the cards— it’s here—1932’s 
answer to the demand for an item 


—with sizzling novelty and gift appeal 

—ace-high display value 

—unlimited traffic-building potentialities 

—and a mass market with a ready-made demand! 
Different? Emphatically YES! But not—not a 
“gadget”! 


Instead—a beautiful piece of furniture—a precision 
electrical instrument—engineered to the highest 
standards and guaranteed by The Hammond Clock 
Company. And priced (at $25.00) for the millions 
who play bridge. 


What does it do? Everything but bid, play and keep 
score! It shuffles the used deck—deals the cards 
swiftly, evenly and surely to the four players—speeds 
the game; adds enjoyment. 


In your window it will pull crowds—in your aisle 
it will build sales—for itself—for other merchandise. 


WIRE YOUR ORDERS 


You must act promptly if you wish to take advantage 
of this profit opportunity. Wire your orders. Wher- 
ever this table has been shown it has been the sensa- 
tion of the town. It brings in the people and not 
only sells itself, but sells other merchandise too. 


So “get aboard” this profit special today. Send your 
wire now. 


THE GEO. WORTHINGTON CO. 


1829 


CLEVELAND 


1932 
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No. 220 Size of Butt — 3 3g x 344 In. 


N lovely homes 


where details mean so much 





are found--because they com- 
bine sturdy, practical quality 
with precise uniformity and 


superior finish. 


(GRIFFIN 


nufacturing Company 


ERIE, PENNSYLVANIA 





Branch Offices:- 


NEW YORK: 45 Warren Sr. BOSTON: 113 PurcHase Sr, 
CHICAGO: 162 N. CLINTON ST. SAN FRANCISCO: 703 Marker St. 
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GRIFFIN HINGES 














written in Flake Graphite 
for more than 100 years 


This is the identifying mark of 
Dixon’s Graphite. The combina- 
tion, Dixon’s and Graphite, have 
been synonymous all over the 
world for more than 100 years. 


And, another word that is closely 
linked with these two is—lubrica- 
tion. These three are inseparably 
linked in the minds of thousands 
of mechanics, maintenance men, 
and engineers, for unquestionably 
Dixon’s Flake Graphite has its 
place in every well planned scheme 
of lubrication, and as an auxiliary 
lubricant with oils and greases it 
is generally recognized as benefit- 
ing the base lubricant. 


If you have never had the how, 
where, and why of Dixon’s Flake 
Graphite lubrication explained to 
you, write for it today. Or, better 
still, send us an outline of your 
lubricant sales problems and we'll 
tell you how Dixon’s can help you. 


Joseph Dixon Crucible Company 


Jersey City ext New Jersey 
Established 1827 
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CLOVER MFG. CO. 


Norwalk, Conn. 


ABRASIVE PAPERS AND CLOTHS — GRINDING COMPOUNDS 
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CLOVER GREEN-STRIPE 
FLINT SANDPAPER 


Unit 1 Ream 
Standard Special 
9” x ll 8%” x 10%” 
Sheets Sheets 


in grits 
No. 3/0 to No. 3 
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CLOVER YELLOW-STRIPE 
ALUMINOUS OXIDE CLOTH 
Unit % Ream 


Standard 9” x 11” sheets 
in grits No. 7/0 to No. 2 


Also packed in Display Shelf Boxes 
























CLOVER YELLOW-STRIPE 

ALUMINOUS OXIDE 

CLOTH ROLLS 
50-yard 

ECONOMY ROLLS 
in Grits 


No. 7/0 to No. 2 











SANDPAPER IN 
DISPLAY 
SHELF BOXES 
Standard Special 
eo =x ii" 8%” x 10%” 
Sheets Sheets 
SAND.- 
PAPER 
ROLLS 
1 inch wide 
in grits 
No. 2/0 and 
No. 1/0 
50 vards 

















CLOVER YELLOW-STRIPE 
ALUMINOUS OXIDE ROLLS 
METAL-CUTTING CLOTH 
in widths 21%” to 24” 
in grits No. 4/0 to No. 2 





50 yards 








CLOVER GREEN-STRIPE 
FLINT SANDPAPER 
HOUSEHOLD PACKAGES 


36-10c. packs of 
20 sheets each 





CLOVER YELLOW-STRIPE 
ALUMINOUS OXIDE PAPER 
FLOOR-SANDING ROLLS 


Open or Closed Coat 
60 yards in widths 4” to 12” 
in Grits No. % to No. 3% 








CLOVER RED-STRIPE 
TURKISH EMERY CLOTH 


Unit % Ream 
Standard 9” mas sheets 


n grits 
No. 3/0 to No. 3 
Also packed in Display Shelf Boxes 














HOUSEHOLD METAL- 
CUTTING AND EMERY 
CLOTH 


12-10c. packs, 6 sheets each, 
assorted grits 








tuo 











-; GARNET FINISHING PAPER 


made in Open Coat Only 
Grits No. 7/0 to No. 0 
' Unit % Ream 


} CLOVER ORANGE-STRIPE 


wf 
s 
’ 


; GARNET CABINET PAPER 


made in both Open and Closed Coat 
Grits No. 4/0 to No. 2 
Unit % Ream 





4 : 


CLOVER YELLOW-STRIPE 
ALUMINOUS OXIDE METAL- 
CUTTING CLOTH BELTS 


Widths 2%” to, 14” 
Grits No. 4/0 to No. 2 











CLOVER ORANGE-STRIPE 
GARNET ROLL PAPER 


Made in both’ Open and Closed Coat 
Widths 4” to 24” 
Grits No. 6/0 to No. 2 











CLOVER VALVE-GRINDING COMPOUND 


4-oz. and 2-oz. Duplex Cans 
Containing equal parts 
Grades E for Roughing, A for Finishing 


The compound in these cans is suitable for 
arinding valves, lapping cylinders, fitting 
piston rings, etc. 
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CLOVER GRINDING AND LAPPING COMPOUNDS 





CLOVER LAPPING COMPOUNDS 
For Shop, Tool Room and Garage 
Put up One Grade to the Can 
%-lb., %-Ib., ee 5-lb. Cans 


rades 
From Grade 2-A to Grade 50 





CLOVER WATER-MIXED 
VALVE-GRINDING 
COMPOUND 


One Grade to the Can 
Two Grades 
Medium and Coarse 


2-oz., %-lb., 1-lb. Cans 
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Always in 
Evidence 


Popular merchandise is usually 
profitable merchandise— 


Union Hardware Ice Skates for 
example —On__ rivers, _ lakes, 
ponds, rinks, wherever skating 
prevails, the popularity of these 
splendid skates is always in evi- 
dence. Skaters take pride in 
showing and recommending 
them to others. 


The reasons why 








Skating at Central Park, N. Y. Photo by Ewing Galloway, N. Y. 


UNION HARDWARE j— s- 4 
ICE SKATES eg 


are so popular are, because they are widely known and 
used—for more than 75 years they have been regarded 
as a quality product; sold at prices that are fair to skaters 
and profitable to dealers. 








The new lines include patterns for all classes and ages. 
All Union Hardware skates are made and finished to give 
your customers lasting satisfaction. 





Display them in your windows and store. Be prepared for 7 
the usual increased demand during the Christmas and cine Geen Sia 
New Year's season. 


Chromium, nickel Keep stocked through your Jobber. 
or aluminum fin- 

ish. Goodyear welt Send for Catalog No. 34. 

or McKay sewed : 
shoe. Sizes: 1 to No, 1149 poner Men’s Hockey s 


12. (HARDWARE. COMPANY) ; 
“Sil-frost”’ E 


= - Tube and runner in one piece. 





*finish—a bright frost-like finish most desirable 
Reg. U. S. Pat. Off. for window and counter display. 
TORRINGTON, CONN. 
Established 1854 TUBULAR SKATES 
New York Office 151 Chambers St. MEN’S AND WOMEN’S 
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true copper-bearing steel 








The remarkable resistance that copper- 
bearing steel offers to atmospheric corro- 
sion is well recognized. 

Because it is made of true copper-bearing 
steel, having two to three times the corro- 





.20% Copper 


With its .20% copper con- 
tent, this steel conforms to 
the standards of technical 
associations, and is highly 
resistant to corrosion. 


copper content of not less than .20%, 

which assures fence that is highly resistant 

to corrosion. , 
Because of its extremely long life, Cam- 





bria Fence, made from true copper-bearing 





sion resistance of ordinary steel, a farmer 

can erect Cambria Fence with the certainty that even 
after exposure to the rains and snows of many years it 
will remain a serviceable barrier, tight and strong, assur- 
ing faithful protection for his crops and livestock. To 
guard still further against rust, the wire is given a thick, 
tight coating of highest-grade zinc. But even without the 
zinc coating this steel wire, with its copper content, is 
virtually immune to corrosion. 

It is important to emphasize that true copper-bearing 
steel is used in the manufacture of Cambria Fence. This 
steel is made, not from ore containing a small and varia- 
ble amount of copper, nor from copper-content scrap— 
but by the addition of the proper amount of pure ingot 
copper to the molten metal. The steel has a uniform 


steel, greatly reduces the annual cost of 
fence to the farmer. It is the logical fence for the mod- 
ern, efficient farm. 
When the spring buying seasgn comes around, be pre- 
pared to offer your customers this dependable, long-life 
fence in a full range of styles and sizes. 


BETHLEHEM STEEL COMPANY 
GENERAL OFFICES: BETHLEHEM, PA. 


pETHLEHEN 


STEEL 





District Offices: New York, Boston, Philadelphia, York, Wilkes-Barre, 
Baltimore, Washington, Atlanta, Pittsburgh, Buffalo, Cleveland, Cincin- 
nati, Indianapolis, Detroit, Chicago, St. Paul, Milwaukee, St. Louis, 
Houston, Dallas. Pacific Coast Distributor: Pacific Coast Steel Corpora- 
tion, San Francisco, Los Angeles, Portland, Seattle, Honolulu. Export 
Distributor: Bethlehem Steel Export Corporation, New York. 


BETHLEHEM 
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IS BETTER 


-.. but ACTION 
2 9s BETTER | 


“"=F"HOUGHT is father to the deed,” said a 
noted sage—and in these few words lies 
the answer to future farm prosperity. 


Hoping” for better days ahead—for increased 
farm income and greater spending power—will 
not alone solve the problem—or make profits 
grow larger. 


In addition to hope—action is needed. What 
kind of action? Well—the kind 
that gets over to every farmer in your 
vicinity the very vital need for 
well fenced fields and pastures. 


Because—good fencing enables the 
farmer to properly rotate his crops ‘can Stee! _& 









ductive acres into productive ones—permits 
“hogging down" of corn and surplus grain 
crops and reduces the cost of farm operation. 


When these things have been brought about— 
when increased efficiency brings increased 
dollars—then the farm problem will be a 
problem no longer—and the sale of every item 
in your stock will increase accotdingly. Yes— 
hope is a good word—but action 
is better. In this case action means 
the constant driving home of this 
one important fact. 


The future purchasing power of 


Because of their known quality, Amer- e 
Wire Company Zine @ farm community depends upon 


Insulated Fencing, Steel Fence Posts, 
and stocks — thereby increasing fywlry, Netting. Stee! Gates. Barbed the farm improvement that is 


soil fertility. It helps turn unpro- 


are more easily sold—more profitably 


cavehontiied. undertaken today. 





1831 ee SF 


eikthem WIRE MAKING 








AMERICAN STEEL & W 


208 South LaSalle Street, Chicago SUBSIDIARY OF UNITED 
94 Grove Street, Worcester 


STATES STEEL CORPORATION 


: AND ALL PRINCIPAL CITIES 
Pacific Coast Distributors: Columbia Steel Company, Russ Building, San Francisco 





Be 1932 











IRE COMPANY 


Empire State Bldg., New York 
First National Bank Bldg., Baltimore 


Export Distributors: United States Stee! Products Company, New York 
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Suggested Retail Prices 


15c. - 20c. ” 25c. Each 


The Osborn No. 1933 Flat 
Varnish Brush Assortment 
contains 24 brushes as fol- 
lows: 


Suggested 
Quantity Width Length Retail Price 


8 = 2-'/3” 15¢ each 
8 I'/,” 2-!/9” 20¢ each 
8 al 2'/3” 25¢ each 


Pure Chinese Bristle—vulcan- 
ized in rubber. Nickeled fer- 
rule. Rippled Black and White 
lacquered handles. 





No. 1933 Varnish Brush Assortment 


They Sell QUICK! 





ET a customer get his eye on these brushes! 
Watch him reach for the attractive black 
and white handles! See him pick one up and 
get the ''feel'’ of its glistening black bristle! 
Then note that satisfied expression that means 
Actual size —"'Here is REAL VALUE!" 


of the 1%" There are three other Osborn Brush Assort- 
Osborn 1933 


Varnish Brush ments that will help you face the present day 


challenge: "OFFER VALUES—WE'LL BUY." 


Osborn Brush VALUE assortments are: 


No. 1933 Varnish Brush Assortment (illus- 
trated above) 

No. 4530 Varnish Brush Assortment 

No. 4360 Wall Paint Brush Assortment 

No. 1773 Wire Scratch Brush Assort- 
ment : 


All four assortments are sure-fire sellers and quick 
profit-makers. Ask your jobber or write us for com- 
plete information. 


THE OSBORN MANUFACTURING COMPANY 


5401 Hamilton Avenue Cleveland, Ohio 
Sales Offices: New York, Detroit, Chicago, San Francisco 
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VER STEEL 
products can be 
bought from one 
reliable saw man- 


i 


2 


“. 


3. 


wn 


_— 


12. 


20. 
21. 


22. 


23. 
24, 
25. 
26. 
27. 


STUDY THIS 
LIST and learn 
how many popu- 


So pang 


priced SIL- 


ufacturer 


Hand, Rip and Panel 
Saws. 

Compass, Keyhole and 
Nests of Saws. 

Back, Mitre and 
Dovetail Saws. 


. Pattern Makers’, Stair 


Builders’ Saws. 


. Coping Saws, station- 


ary and adjustable. 


Flooring Saws. 

. Plasterers’ Saws, 
Plumbers’ Saws. 

. Pruning Saws, all 
kinds. 

Pruning Shears. 
Butcher and Kitchen 
Saws. 

Wood Saws, com- 
lete, Single or 
Jouble Brace, with 
Blades. 

. Hacksaw Blades, 


hand and power. 


. Non-breakable Hack- 


saw Blades. 


. Hacksaw Frames, ad- 


justable and solid. 


. Files, all kinds. 
. Crosscut Saws, one- 


man, two-man and 
hollow back, also in 
Electric Alloy and 
Sheffield qualities. 


. Crosscut Saw Han- 


dles and Saw Tools. 


. Circular Saws for 


electric hand and 
portable bench ma- 
chines. 

Narrow Band Saws for 
wood or metal. 
Plastering and Cement 
Finishing Trowels and 
Floats. 


Floor, Cabinet 
Bench, Wall and 
Butcher Block 
Scrapers. 

Corn and Cane 
Knives. 

Grass Hooks’ and 
Ditch Bank Blades. 
Saw Sets, lever and 


hammer styles. 
Acronite and Ferro- 
lite Grinding Wheels. 
Machine Knives, all 
inds. 





Quality--Price 
at Good Profit 


UR policy, as for 75 years, 

will continue to be—quality 
products at the right price, with 
a fair profit to all. We eay- 
nestly believe distribution to job- 
ber-to-dealer-to-consumer is the 
sane plan for merchandising our 
products, 


It’s better in the long run to 
meet cheap goods competition 
with high quality in any mer- 
chandise. It satisfies your cus- 
tomers more than anything you 
can do and brings them back for 


more. 


Remember the Atkins line is 
the SILVER STEEL line — a 
quality in hand and small saws, 
hacksaw blades, crosscuts, trow- 
els, files, saw tools and saw spe- 
cialties that cannot be equaled at 
any price, and they do bring a 
good profit. 


Select your saw needs from 
the column at the left and 
order from your jobber. If 
he cannot supply you, write 
to us, and we will see that 
you are taken care of 


promptly. 





“THE SILVER STEEL SAW PEOPLE” 


HOME OFFICE AND FACTORY - - - - 
Branches in Principal Cities 


E.c. ATKINS and Company 


ESTABLISHED 1857 


Makers of highest grade and leading types of all kinds 


of Saws, Saw Tools, Handl 


es, Plastering Trowels 


Scrapers and Specialties 
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Even in the end grain 
the clean cutting 


threads take hold 


Ir is perfectly true that screws used 
in end grain do not have the holding 
power of screws inserted in side grain. 


Therefore sell American Screws for 
end grain work. Under any or 
all conditions their clean cutting 
threads have the maximum holding 
power anyone can expect in a screw. 


ot 
Your customers can do any job VE 


better with American Screws % 


STOVE 
BOLTS 


MACHINE 
SCREWS 


WOOD 
SCREWS 


AMERICAN SCREW CO 


PROVIDENCE,R.I.,U.S.A. 


WESTERN DEPOT,225 WEST RANDOLPH SL.CHICAGO. ILL. 


Put lt Together With Screws 
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FRICTION 


ie 


No. 53 
Trolley Door Hanger 














Trolley eer’ Hanger 


ie 


No. 52 No. 54 
Trolley Door Hanger Trolley Door Hanger 








No. F-51 Bracket 





No. 51 Trolley Rail 











National Manufacturing Company 














BANISHED 


Here is one of the strongest 
selling points in favor of 


NATIONAL Door Hangers 


HE whole door action centers upon 

this all- “important factor friction, 
and in overcoming it these quality 
Hangers Nos. 50, 52, 53 and 54 have 
demonstened new thrills in smooth 
performance. 


Steel roller bearings allow the hanger 
wheels to glide swiftly and freely, 
carrying the great weight of even the 
heaviest of doors without strain. 


Natienal 


hangers include special designs for the heavy 
job, for the medium or just the light door, and 
for doors designed to pass each alee. These 
hangers operate on a specially designed rail that 
will not sag. This rail has strong brackets that 
insure a rigid track for the gliding hanger 
wheels. Installation is coiceaaly ample 





There is a widespread demand 
for this door equipment of 
proved performance; without 
it your stock is incomplete. 


National 


| makes hardware to 
serve every building 
purpose—a complete 
line. The items be- 
low are all big sellers: 
Sliding Door Hangers 
Sliding Door Rail 
Garage Hardware 
Door Latches 
Screen Hardware 
Strap and Tee Hinges 
Half Surface Butts 
Mortise Butts 
Ornamental Hinges 
Cupboard Turns 
Sash Locks 
Sash Lifts 


Further particulars gladly fur- 
nished on request. 


National hardware is sold direct 
to the retail dealer—a_ policy 
that promotes quality, service 
and direct selling cooperation. 
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CARBORUNDUM 


REG. U. S. PAT. OFF. 


Offers a new merchandising idea— 


GRINDING WHEELS IN INDIVIDUAL CARTONS 


THE CARTON 


Keeps the wheel clean. 
Prevents damaging of wheel 

























edges. 
Provides a better method for 
carrying stock. 
Presents an attractive sales 
package to the customer. 
Stimulates sales. 


ETTER merchandising methods and ideas are certainly 
welcomed by hardware dealers these days. 

And here is a new one destined to increase the sale of Carborundum- 

Made Grinding Wheels. 

These wheels are now offered in attractive cartons. 

From now on you can order Carborundum and Aloxite Brand Wheels ‘som 

2x4 inch up to 10 x 1] inch in the individual cartons. 

The real sales idea is to display the wheels on one of our several metal 
display assortment panels and have your reserve stock in the new cartons. 


TUNE IN . : . é 
ob Geena eee Glad to give you complete information. Write our hardware sales 


Saturdays at 9.30 E.S.T 
Columbia Chain department. 


THE CARBORUNDUM COMPANY = NIAGARA FALLS, N.Y. 
CANADIAN CARBORUNDUM CO., LTD., NIAGARA FALLS, ONT. 


Sales Offices and Warehouses in New York * Chicago * Boston * Philadelphia * Cleveland * Detroit * Cincinnati * Pittsburgh * Milwaukee * Grand Rapids * Toronto, Ont 


The Carborundum Co., lid., Manchester, England Deutsche Carborundum Werke, Reisholz bei Dusseldorf, Germany 


(cansorunoum AND ALOXITE ARE REGISTERED TRADE MARKS OF THE CARBORUNDOUM COMPANY ) 
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The 


OLUNTARY chain meth- 

ods can be applied to hard- 

ware distribution. It is 
authoritatively estimated that in 
the grocery field alone 70,000 
retailers operate successfully 
through 500 wholesalers under 
the voluntary chain system. 

It is generally conceded that 
this movement has done more 
than any single factor to stem the 
growth of chains which since 
1929 has been at a standstill. 
Let us consider briefly the retail 
angle in a town of 10,000 or 
less, which will probably have 
several chain stores. 


The Chain’s Method 


The chain store manager pools 
his buying through the central 
office. He wastes no time inter- 
viewing salesmen each day, nor 
in bickering for an extra five per 
cent. His entire time is devoted 
to selling. Neither is he bothered 
with specialty salesmen who on 
certain occasions load up the in- 
dependent retailer with so much 
merchandise that his money is 
tied up for a long time. The 
chain store manager has his sys- 
tem of merchandising worked out 
for him. Experts plan his store 
displays; experts plan his adver- 
tising; men with specialized 
training plan his sales promotion 
campaigns, his store arrange- 
ment, window trims, accounting 
methods, etc. This makes more 
of his time available for selling. 

The independent across the 
street must plan his own window 
displays and his own interior 
displays; study his competition 
and the type of merchandise they 
are featuring. He must study 
their prices, and figure out his 
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YORK E. LANGTON 


The author of this article, 
York E. Langton, is a hard- 
ware man. He has been re- 
tailer and wholesaler. He 
has had Voluntary Chain 
experience in the hardware 
field, associated with Mar- 
shall Wells Co., Duluth, 
Minn. Inspired by three 
previous Voluntary Chain 
articles in Hardware Age, 
written by Messrs. Moffett, 
Whipple and Lindquist, Mr. 
Langton submitted this 
story, declaring: “I rise to 
the defense of the Volun- 
tary Chain.” 

Hardware Age continues 
to offer an open forum on 
this subject. As long as 
they last, copies of previous 
Voluntary Chain articles 
will be supplied upon re- 
quest. 


own methods of stock control, 
accounting, advertising, etc. 
Single handed he must perform 
for himself the same work which 
experts are doing-for his com- 
petitors. The average retailer 
is prone to consider that chain 
store success is due just to one 
thing—PRICE. 

It is common knowledge that 
chains themselves attribute only 
a portion of their success to 
PRICE. Their formula is PRICE 
10%, DISPLAYS 40%, OR- 
GANIZATION 50%. Take away 
their splendid displays, their 
close tie-up between retail unit 
and headquarters, and _ they 





would have a difficult time of it. 
Plenty of work on the part of 
their personnel is also essential. 
Time and again I have passed 
chain stores at night and have 
seen the employees preparing 
the store for the next day. There 
is no miracle about their success; 
it is simply the result of a plan 
of action plus plenty of initiative 
in Carrying it out. 


The Wholesale Picture 


Let us consider the wholesaler 
in the picture and what he gains 
as a result of the Voluntary 
Chain. Provided that he is able 
to secure 100%, or approxi- 
mately so, of all the retailer’s 
business, he in turn can render 
valuable asistance to that retailer. 

The salesman for the whole- 
sale house has only a few short 
hours each day. If he can secure 
a reasonable number of 100% 
accounts he can secure more vol- 
ume from that territory than he 
could from double or triple the 
same number of smaller accounts. 
To a certain extent he will ap- 
proach the set-up of the super- 
visors of the chains who handle 
from ten to fifteen units of $25,- 
000 to $100,000. 

As a result of these key ac- 
counts the salesman will operate 
for less, making it possible to 
pass on savings to the retail 
members. 

Experience has proved that it 
is possible to secure these key 
accounts without loss of a great 
deal of volume from other deal- 
ers on the territory. 

What can the wholesaler give 
the retailer members to compen- 
sate for the 100% volume re- 
ceived from them? He can give 
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them a complete merchandising 
plan. At headquarters he can 
study the retailer’s leading com- 
petition; he can study their 
prices and what items should be 
featured to “pull” the customers 
in. 

The wholesaler can arrange 
skillful advertising which will at 
least match the work of chains 
and catalogue houses. Then he 
can make this advertising avail- 
able at a low cost. 

He can furnish a complete 
merchandising plan to go with 
this advertising—a program of 
window displays and _ interior 
table displays. 

Last but not least, he can fur- 
nish a merchandiser salesman 
who understands the retailer’s 
problems and will be of genuine- 
assistance in carrying out the 
selling plan. This frequent con- 
tact on the part of the merchan- 
diser salesman is not only desir- 
able but an essential to the suc- 
cess of every voluntary chain. It 
is just as essential to them as to 
the units of the chains, for they 
too have their supervisor call 
frequently. 


A Practical Job 


Can the wholesaler arrange 
advertising which will fit the 
localities of all his stores? Yes, 
he can do a practical job of it. 
Hardware stocks vary greatly 
but not so much that it is not 
possible to carefully choose items 
to feature which will have suc- 
cessful sale with all the members. 

There are certain items which 
are used generally in every home; 
there are items which men can 
use on the farm or in the work- 
shop. There is a universal de- 
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Itis common knowledge that chains 


themselves attribute only a portion of their success to 
PRICE. Their formula is Price 10%, Displays 40%, 
Take away their splendid displays, 
their close tie-up between retail unit and headquarters, 
and they would have a difficult time of it. Plenty of work 
on the part of their personnel is also essential. Time and 
again I have passed chain stores at night and have seen the 
employees preparing the store for the next day. There is 
no miracle about their success; it is simply the result of 
a plan of action plus plenty of initiative in carrying it out. 


—yYork E. Langton. 














mand for certain merchandise 
used by boys and girls of school 
age. 

Grocery Chains have certain 
problems on that point also. For 
instance, pretzels find favor in 
Pennsylvania but not in Texas. 
They, too, must use extremé care 
in picking the items to advertise. 

Sears, Roebuck and Mont- 
gomery Ward cover a wide range 
of territory with the same cata- 
logue. Neither is their assort- 
ment on certain hardware items 
at all large, and evidently they 
are able to make millions of dol- 
lars in sales of hardware and 
related merchandise by this sys- 
tem of advertising. 

I know of an Auto Supply and 


. Radio Supply Chain store which 


is gradually adding more and 
more hardware items. This or- 
ganization is operating in the 
states of Minnesota, North and 
South Dakota, Wisconsin, Illi- 
nois, Iowa and Nebraska. Sev- 
eral times a year they send out a 
catalogue of over thirty pages 
and the same catalogues are sent 
to their whole territory. 

This type of advertising must 
fit the situation for they have had 
remarkable growth and expan- 
sion. 

THE RETAILER TODAY 
NEEDS NOT SO MUCH A 
BUYING PLAN BUT RATHER 
A SELLING PLAN! It is easy 


enough to buy merchandise but 


how to sell it becomes his prob- 
lem. 

He needs a plan of action 
which takes into consideration 
several factors. First, his store 
must be painted and made to ap- 
pear as neat and clean as that of 
his leading competition. Dis- 
plays of seasonable merchandise 
must be made. Price cards must 
be arranged. Windows must be 
trimmed properly. 


Must Display 


All merchandise in the store 
must be out on display. Suppose 
that our independent merchant 
had the lowest possible prices on 
all his merchandise. If three- 
fourths of it were hid, of what 
value would these low prices be? 

The arrangement must con- 
form with modern standards. 
Self service.must be the rule if 
selling costs are to be kept down 
even with those of chains. 

Second, the personnel must be 
properly trained in selling each 
line of merchandise. By con- 
centrating on one line of mer- 
chandise, thus avoiding duplicat- 
ing stocks, it is much easier for 
the sales force to become trained 
in selling. There is room for 
wonderful improvement in this 
phase of merchandising for Fail- 
ure to Buy is very often the re- 
sult of Failure to SELL. 


(Continued on page 52) 
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Fruehauf Hardware Co., Lakewood, Ohio 


Let Christmas Windows 


Be Your Santa Claus 


Stambaugh-Thompson, Youngstown, Ohio 


displays will be responsible 

for many a happy Christmas 
morning this year. It is agreed that 
a number of people have the “jitters” 
about buying Christmas gifts this 
year, but the spirit of Christmas has 
been consolidating itself in the minds 
of people far too long to be so easily 
routed. 

The desire to celebrate Christmas 
is stronger than any resolution to 
economize at this time. A little extra 
brightness and color in the shopping 
centers, a little more pleasing service, 
will cause most of your regular cus- 
tomers to “give over.” 

Nowhere is it easier for the re- 
tailer to make this effort effective than 
through his window displays. To 
make it still easier these window dis- 
play suggestions are presented as 
inspiration for your own arrange- 


(inate arranged window 
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ments. White crepe paper skillfully 


handled makes the Fruehauf Hard- 
ware Co. (Lakewood, Ohio), window 
most compelling. The other photo- 
graphs are from the Stambaugh- 
Thompson Co., Youngstown, Ohio. 
Both show gifts that can be taken 
from the regular hardware stock. 
They also show how attractively these 
items can be presented. 

The original window display sug- 
gestions utilize the HARDWARE AGE 
interchangeable display fixtures, 
building instructions for which are 
available for the asking. Address the 
Window Display Editor. The large 
tree can be made of compo board 
and painted green, or better still, cov- 
ered with green felt. Letters can be 
cut from orange felt and placed on 
the green. This will provide a very 
effective center. 





The Talkerticket’ 


The Talkerticket for this month 
could very well be like that illustrat- 
ed. It is simple enough to make a 
master card, cut the shape of the tree. 
Place this master card on your sheet 
of white cardboard and draw a line, 
using the cut-out master as a guide. 
A jar of green show card color and 
a little time and you have a set of 
Talkertickets that will add greatly to 
your window trim. Be sure to pre- 
pare your copy for these cards with 
the idea of their selling power. Get 
value creating phrases into them. 

Be particular, to the point of 
crankiness, about the cleanliness of 
the window glass; provide extra light. 
(See Harpware Ace, Nov. 10, page 
24.) It will be such extra efforts as 
these that will determine the satisfac- 
tion of your own Christmas. Inci- 
dentally, the article referred to above 
(Nov. 10) gives much good advice 
about Christmas decorations. Get 
that copy and read the article again. 


Stambaugh-Thompson, 
Youngstown, Ohio 
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Bust Among Ourselves 


AST week 7000 banks distributed 
1014 million individual checks to 
as many Christmas Club members, 
whose deposits from 25 cents to $10 
weekly during the previous 50 weeks 
aggregated 440 million dollars. Her- 
bert F. Rawll, who fathered and fos- 
tered the idea 22 years ago, tells us 
that 38 per cent or 165 million dol- 
lars of the Christmas Club money will 
be spent for holiday gifts in retail 
stores. Checks averaged $42 per mem- 
ber, which is only $5 less than the 
1931 average. A popular plan for 
encouraging gift business is an invi- 
tation to cash these Christmas Club 
checks at your store. It is one sure 
way of bringing gift shoppers into 
your store. Of course that will only 
help if you have suitable gift mer- 
chandise attractively displayed, fairly 
priced and in good assortment. Your 
store and its personnel must breathe 
some of the Christmas spirit. 
Grouches and scowls do not go dur- 
ing the holiday season. This is surely 
the time for friendly smiles, a will- 
ingness to help and some real effort 
toward making the folks in your 
community know that you are anxi- 
ous and able to serve their gift needs. 
In this issue and in the two previous 
issues HARDWARE AGE has offered 
practical, store tested ideas for devel- 
oping profitable Christmas business. 
There may not be as much holiday 
volume as in previous years and it 
may require a little more effort, but 
certainly, as always, results will come 
only from efforts. There are exactly 
14 shopping days left before Christ- 
mas day. Three of them are Satur- 
days. Those who get busy will be 
busy. 
— HA —. 

Recently I attended the “Share- 
Your-Work” dinner at the beautiful 
new Waldorf-Astoria Hotel in New 
York City. It is a remarkable hotel. 
Alfred P. Sloan, Jr., president of Gen- 
eral Motors was host and toastmas- 


ter. Col. Lindbergh, Senator Cope- 
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by CHARLES J. HEALE 
Editor, Hardware Age 


land, Mayor McKee (Acting Mayor 
of N. Y. City and hero of the Write- 
in-McKee campaign, during recent 
election), Owen D. Young, Bruce 
Barton, Bishop Manning, Adolph 
Ochs and Walter C. Teagle were 
among the well-known persons at- 
tending. Several of these prominent 
men spoke briefly and simply on the 
Share-Your-Work plan. I do not be- 
lieve they think it is a permanent 
cure for our present ills, but rather a 
temporary and much needed emer- 
gency step to alleviate immediate suf- 
fering. Supplementing the efforts of 
the organized Unemployment Com- 
mittee drive for funds and the dis- 
tribution of private and public dona- 
tions, the Share-Your-Work sponsors 
are thinking more of the human side 
than of the economic angle of the 
unemployment problem. 
HA 
N this subject Charles M. Schwab 
is quoted: “Work sharing is a 
typical American way of helping to 
meet the unemployment situation. 
Everyone in this country would 
rather have a part-time job than to 
be on the dole. In the pioneer days 
the whole countryside would turn out 
to harvest a bumper crop. Again, 
everyone would help to salvage a 
lean crop and tide each other over 
the winter.” Said Bernard M. Ba- 
ruch: “I understand it has the full- 
est support of labor and that nothing 
will be done to lessen the already 
thin earnings except after mutual 
sacrifices have been made by all. 
From your addresses (to Mr. Teagle, 
the National Chairman) and those 
of leaders of labor like Matthew 
Woll, I am satisfied that you do not 
intend to let the burden rest entirely 
upon the shoulders of the workers 
and in this I think you are very 
wise.” 








—_— HA —— 
The Electrical Merchandising Joint 
Committee held a meeting in Chicago 








on October 8. A western representa- 
tive of HARDWARE ACE was not per- 
mitted to attend although the pur- 
pose of the session was announced as 
follows: “The major part of the pro- 
gram is concerned with merchandis- 
ing problems and trade relations.” 
This is the committee which spon- 
sored the widely discredited Dameron 
Survey, which placed retail hard- 
ware stores below plumbing shops 
and music stores as factors in the 
retail distribution of electrical ap- 
pliances. HarpwaRE AGE promptly 
attacked this survey as did other 
business publications. Maybe that is 
the real reason our representative 
(and yours, too,) was not permitted 
to attend the Chicago meeting. Other 
business paper editors were also ex- 
cluded. L. E. Moffett, Editor of Elec- 
trical Merchandising in his Novem- 
ber issue takes the Committee to task 
for its “Star Chamber” proceedings, 
ending his comments, “* * * closed 
doors always engender suspicion.” 
Check. 
a 
OMMENTING further on the 
“Star Chamber” session Mr. 
Moffett says “* * * the very sit- 
uation that called the Joint Commit- 
tee into being was brought about by 
a hostile trade press. If the hardware 
papers had not made a national issue 
of the local irritations of their trade 
in its relations with the power and 
gas companies, there would be no oc- 
casion for a committee to create har- 
mony and peace among these groups 
(hardware, utility, furniture depart- 
ment stores, electrical dealer-contrac- 
tors, etc., comprising the Joint Com- 
mittee—Ed.) Now these hardware 
editors are sincere and open minded 
men. We openly disagree with many 
of their conclusions, but we maintain 
that if they are to be convinced of 
the ethical and constructive purpose 
of the utilities and in turn to pass 
on that conviction to the trades which 
they worthily represent, then they 
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will have to be treated with openness 
and candor on the part of a high 
committee on trade relations.” Check 
and double check. 
a, | 

Hooray for the Red Book Maga- 
zine! It has the temerity to declare 
“The Shadow of a man stands behind 
every woman who buys.” In a series 
of advertisements, this publication is 
reminding “all who sell that men 
are still treasurers, even though 
women are purchasing agents for 
families.” Last January Wm. Boyd 
Craig writing in Nation’s Business, 
told of several town-wide surveys 
which proved this same point con- 
clusively. This column on Feb. 25 
of this year commented on Mr. 
Craig’s studies and again urges hard- 
ware men—not to neglect the ladies 
but to remember that we men are still 
in the picture and are to be reckoned 
with in all sales work. 
uA ——— 
_ interesting note is found in a 

recent letter from L. E. Adams 

of The Star Heel Plate Co., Newark, 
N. J., manufacturers heel plates, 
home shoe repair sets, lasts, stands, 
etc. Mr. Adams reports a very sub- 
stantial increase in the sales of these 
lines and in the demand for advertis- 
ing cuts, display material, circulars 
and catalogs. This is 4 definite re- 
flection of “economy thinking” and 
provides the hardware trade with a 
current selling opportunity. With 
the sale of such equipment should 
come the sale of such related mer- 
chandise as nails, soles, heels and 
other materials used for home shoe 
repairing. 





a 


In this issue York E. Langton, to 
quote him, “rises to the defense of 
the Voluntary Chain in hardware,” 
and offers a further interesting and 
intelligent article based on his own 
experiences. It is noteworthy that 
throughout this article the author 
sees the Voluntary Chain idea as a 
wholesaler-retailer arrangement to 
be operated through “existing whole- 
saler machinery” as suggested in 
Plank No. 3 of the Harpware ACE 
Platform. He sees the necessity for 
retailers focusing “their effort and 
thinking more on selling than on 
buying” as advocated in Plank No. 2 
and in many other particulars cites 
from first-hand knowledge the appli- 
cation of points covered in several 
other planks in the Platform. 
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During the month of December 
millions of dollars will be paid to 
the auto license bureaus of the 48 
states. A reader suggests a postpone- 
ment of 30 to 60 days so that this 
money might go into Christmas holi- 
day buying. This heavy tax item cer- 
tainly comes out of Christmas money. 
The license plate fee being due dur- 
ing December in most states, so that 
the new plates are in use January 1. 
Some facts and figures are being 
gathered on the subject and should 
be available for the next issue. There 
may be opportunity for a dealer 
movement to postpone auto license 
tax fees as a means of impoving even 
further active December holiday 
buying. 
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| Se atge ine ge reports come 
from the U. S. Bureau of Labor 
Statistics. October (the third succes- 
sive month to show improvement in 
employment) saw a rise of 1.1% in 
employment and 3.8% in payrolls, 
as compared to September records. 
To date this represents an increase of 
8.5% in the job index and 10.2% 
rise in the wage index since both fac- 
tors hit very low figures in July. Part 
of this report shows that 89 manu- 
facturing industries, usually having 
a normal employment 1% decline 
actually improved 2.4% during Oc- 
tober. Another factor is the study by 
states and by industries which shows 
a wide spread of this slight improve- 
ment. Slight gains in wage and labor 
indices, it is maintained, offer the 
most hopeful signs of general re- 
covery. 


| en 


Wayne B. Parrish scared a lot of 
people with his article “What Is 
Technocracy” in the November New 
Outlook. He concluded that the ma- 
chine age has defeated us, “the price 
system is doomed” and that “we 
are faced with the threat of national 
bankruptcy and perhaps general 
chaos within 18 months.” I hope he 
is wrong and feel sure he is. This 
startling message from Mr. Parrish 
in the rejuvenated Outlook, now 
edited by Alfred E. Smith, is part of 
a series which will appear in that 
publication. In the last issue of The 
Iron Age, Editor John H. Van De- 
venter answers Mr. Parrish and calls 
it “Plain Talk About Technocracy.” 
Taking one of the favorite phrases 


of Ex-Governor Smith, Mr. Van De- 





venter says “Let’s examine the rec- 
ords,” and he does. I have a few 
reprints of The Iron Age article and 
shall be pleased to send them to you 


on request. 
_——— 


Since 1918 the Graybar Electric 
Co. has found the Trade Acceptance 
plan very satisfactory in its relations 
with wholesalers and retailers. Treas- 
urer E. W. Shepard, of this company, 
told the Atlantic City convention just 
how the plan works with his com- 
pany, and why he so strongly favors 
a wider adoption of the Trade Ac- 
ceptance. In this issue is published 
in full the text of Mr. Shepard’s con- 
vention talk. It should be read care- 
fully by every hardware man, as the 
Trade Acceptance idea is surely 
growing and should be fairly ap- 
praised before it is condemned. Per- 
sonally, I believe it is a necessary 
and desirable method for handling 
commercial credits. It offers protec- 
tion both ways and permits circula- 
tion of moneys. Having two-way en- 
dorsement it is preferred note for 
discount and acceptable by the Fed- 
eral Reserve System. Read what Mr. 
Shepard says on pages 39 and 40 of 
this issue. 


HA —— 





ONGRESS is now in session, fac- 
ing perplexing national prob- 
lems of vital interest to all our citi- 
zens. If advance reports mean any- 
thing, this session will be devoted to 
serious thought and definite action, 
despite the lame-duck personnel and 
the coming shift in political control. 
Right-of-way will be given to all 
measures affecting the thin pocket- 
books of government, business and 
individuals. If there ever was a time 
to forget political prejudice and sel- 
fish interests, that full attention may 
be given to matters of importance, 
this is the time. There should be ac- 
tion during the present Congress. 
For the readers of HARDWARE AGE, 
our veteran Washington Representa- 
tive L. W. Moffett will study and , 
watch each day the debates, the deci- 
sions and their interpretations. Mat- 
ters of importance or interest to re- 
tailers, wholesalers and manufac- 
turers, will be reported by Mr. Mof- 
fett either in the news pages or as 
featured articles. It will pay you to 
watch for and read what Mr. Moffett 
sees, thinks and hears in Washing- 
ton during the Congress. 
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hows a Profit 


and Brings Customers to Our Entire Store 


By T. B. DIXSON 


Treasurer, Brown-Rogers-Dixson Co., Winston-Salem, N. C. 


years to provide for our com- 
munity the last word in an up- 
to-date Hardware store, second to 


[’ has been our policy for many 


none. To that end we have from 
time to time added new departments 
as conditions seemed to demand, and 
dropped other lines as they became 
obsolete or were replaced with other 
items, more in demand; thus keeping 
abreast of the times. 

We have in this process added new 
departments such as China and Glass 
Ware, House Furnishings, Electric 
Appliances, Electric Refrigerators, 
Radios, Goldfish and Canary Birds, 
etc. 

We have often thought, “if Drug 
stores can make a success of selling 
hardware, why wouldn’t a Soda 
Fountain be a paying department in 
a hardware store”? 

Since the past three years have 
been so conducive to the decline in 
volume of several strictly hardware 
lines such as tools, finishing hard- 
ware, and building supplies, we, of 
course, were ripe for another new de- 
partment to help hold volume; there- 
fore we decided this year to make a 
radical departure from tradition and 
launch out into newer waters. We have 
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installed a soda fountain in the cen- 
ter of our store, where it is in full 
view from the entire store, centering 


T. B. DIXSON 


as it does at the intersection of the 
main aisles, approximately 140 feet 
each, of three street entrances. This 
outfit consists of an up-to-date com- 
plete soda fountain, together with a 
full size luncheonette equipment 
(steam table, sinks, coffee urns, sand- 
wich trays, etc., with 21 stools to ac- 
commodate the guests). 

This was installed during the latter 
part of July of this year, and for the 


first sixty days we used only the soda 
fountain and sandwich department; 
opening it with an announcement 
over the radio that we would serve ice 
cream cones free to all customers on 
this day, to introduce this innovation 
(A Soda Fountain in a Hardware 
store). As a result of only one an- 
nouncement over the radio, we served 
49 gallons of ice cream to nearly 2000 
customers. This is not so bad, even 
from an advertising standpoint— 
routing 2000 customers through the 
entire store at a cost of not over 
$35.00 (the ice cream company fur- 
nished half the cream). 

The Fountain being situated direct- 
ly in rear of the China Department, 
one of the young ladies from this 
department was able to help out in 
rush periods. 

At the beginning of the fall season 
we inaugurated the use of the lunch- 
eonette feature, and for the past two 
weeks we have been offering a selec- 
tion of three 25-cent plate lunches, 
besides the regular feature. This has 
been a real “drawing card” and is 
bringing quite a nice clientele of re- 
peat customers. We have had a great 
many comments pro and con on the 
novelty of the thing. At first we 
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. heard a great many people say they 
didn’t think much of the idea of a 
fountain in the hardware store, and 
they were sure it would prove very 
unprofitable. This in itself led us 
to believe we were on the right track, 
because when you get people to talk- 
ing you are getting somewhere. 

At present we hear nothing but 
praise for it, nearly everyone coming 
in the store commenting on how much 
it improves the store and what a con- 
venience it is for the customers as 
well as store employees. 

We have just compiled the expense 
sheet covering this department for the 
past six days, and were very much 
gratified to find that intsead of show- 
ing a loss for the first two months of 


“The basic problems of retail hardware dealers are: To get more people into their stores . . 


operation, as we anticipated, it has 
shown a profit above all costs of 
operation. 

This is known as department num- 
ber fourteen, and our policy is to fur- 
nish the best lunch in town for the 
money, give the customers real home 
cooking, and have the sanitation as 
near perfect as possible to make it. 
The health inspector has just com- 
pleted his rounds and after a very 
close and rigid inspection he gave us 
a rating among the highest in town. 

Some of the outstanding advan- 
tages of our new department are: 
first, a profitable department; sec- 
ondly, a real advertising feature and 
attraction for the store, bringing hun- 
dreds of new customers daily through 





our store. But the advantage which 
we consider of most importance, is a 
solution, largely to the real problem 
we have been facing for a long-time— 
that of getting the noon time peak 
load waited upon. Heretofore from 
11 A. M. until 2 P. M. it has been a 
problem with us to wait on more cus- 
tomers with about half the sales force, 
while the other half was out to lunch; 
now the salesmen get their lunch right 
in the store and can keep an eye on 
their departments at the same time; 
not only helping us make more sales 
which have been lost heretofore, but 
what is more important, keeping the 
customers from becoming dissatisfied 
with slow service and seeming inat- 
tention from a curtailed sales force. 


.’—(H. A. Platform, Plank 5.) 


The Farmer Would Prosper At Once With 50% Freight Reduction 


by E. B. GALLAHER 


in the Clover Business Service 


O much has been said and written 

these last few years regarding the 
plight of the farmer, and so many pre- 
scriptions have been given for putting 
him on his feet, that we rather hesitate 
to even broach the subject. 

It seems to us, however, that all we 
have heard and read has been aimed at 
controlling the farmer’s product; which 
is uneconomic—loaning him more 
money with which he can pay some- 
thing on his past debts and run further 
into debt—or supplying him with a wet- 
nurse to tell him what to do, how to run 
his business, or to instruct him on his 
deportment. 

The writer is not a presidential candi- 
date, so he may be excused if he sug- 
gests that the farmer doesn’t want more 
loans—more debt—or a farm board. 
What he wants is a free market and a 
much lower cost of doing business— 
give him these two things and Mr. 
Farmer will take care of himself—come 
out of the terrible slump he is in, and 
make a place for himself without fur- 
ther interference. 

In other words, the farmer does not 
enjoy a free market for his wares—he 
cannot reach the market where his prod- 
ucts are being sold today at good 
prices, and must accept, therefore, 
whatever is offered him locally, where 
demand is very limited. 

For instance, here in Norwalk we are 
paying today 50 cents a dozen for fresh 
eggs, yet we know that eggs in the farm- 
ing districts have been selling at varying 
prices from 5 cents to 10 cents a dozen. 

In one farming section we heard from 
recently farmers were getting only 8 
cents a bushel for husked corn, includ- 
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ing delivery by truck to the local buyer 
—we are paying here in Norwalk 73 
cents a bushel. 

The trouble is that freight rates, 
which, by the way, are often found to 
have been doubled since the war, are 
so exorbitant that they shut the farmer 
out of his markets completely. 

As we have stated in many editorials 
dealing with present-day economics, we 
can have no return to prosperity until 
there is free interchange of merchan- 


dise, and this applies just as much to 


the products of the farm and all other 
products taken out of the ground as it 
does to manufactured goods. 

Give the farmer a 50 per cent reduc- 
tion in freight rates and he would begin 
to prosper at once. 

And, here again, this is just another 


example of the strangle-hold which or- 
ganized labor and protected government 
labor have on the rest of the country, 
for rail rates could easily be cut in half 
if our big politicians had the guts to 
force a proper and sufficient cut in rail 
wages and reduce rail taxes by reducing 
the wages of grossly overpaid govern- 
ment employes, and effecting other rec- 
ognized economies. 

The farmer’s fixed charges are eating 
him out of house and home—his taxes 
are completely out of line, and the same 
is true of interest he is asked to pay. 

Give the farmer a substantial reduc- 
tion in the taxes which have been wished 
on him by unscrupulous politicians, and 
lower interest rates to a point where they 
should be, and the farmer’s cost of doing 
business would at once be in line and 
give him a chance to produce at a profit. 

Thus we may be permitted to suggest 
that what the farmer needs today are 
lower freight rates—lower taxes—lower 
interest rates—give him these three 
things and he will make a quick and 
satisfactory comeback—and he will ac- 
complish this without further help. 

One thing is sure—none of the make- 
shift devices proposed, such as the allot- 
ment plan, debenture or the equaliza- 
tion fee, will have any other effect than 
to run him further into debt—certainly 
he wants no more credit to burden him 
and push him under. 

It should always be kept in mind that 
farmers are just like any other red- 
blooded men—all they want is a fair 
and reasonable chance to compete on 
even terms with the rest of the world, 
and they can and will take care of them- 
selves. 
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r YHE two tables shown herewith 

have been compiled to clear up 

a rather widespread misun- 
derstanding about the volume in- 
crease necessary to offset a price re- 
duction—to make plain the differ- 
ence between “volume” and “in- 
come.” 

In Table A we see a 10 per cent 
price cut required and 11.1 per cent 
increase in unit sales to produce the 
same volume in dollars. But since 
those additional units must be bought 
as well as sold, this maintained 
volume would return a decreased in- 
come, or gross margin. 

Ordinarily we think of expenses as 
a percentage of total sales. Right! 
Yet the money to pay those expenses 
comes, not from total sales, but from 
the actual dollar margin produced by 
those sales. Consequently all our 
thinking should be in terms of mar- 
gin, not volume. 

Such a large proportion of ex- 
penses are fixed or only semi-variable 
that a reduction in selling prices does 
not necessarily mean there will be 
any reduction whatever in expenses. 
It is not unlikely the same dollar ex- 
penses will go right on, requiring the 
same dollar margin to meet them. So 
the real question reads: “What in- 
crease in unit sales will a price re- 
duction necessitate, to return the 
original gross profit in dollars?” 

Table A shows us that the answer 
to this question depends entirely on 
what the original markup was before 
the price reduction, a point not gen- 
erally understood. If the original 


How Much Volume Increase 
To Offset Price Reductions? 


By MURRAY C. FRENCH 
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fable B. The relation between markup percentage and the 
number of unit sales necessary to return an identical markup 
in dollars, presuming the cost per unit remains unchanged. 








price yielded a 40 per cent markup, 
then a 10 per cent price cut would 
necessitate a 33 per cent increase in 
unit sales to return the same margin 
in dollars. But if the original mark- 
up was only 25 per cent, then a 67 per 
cent unit increase is required, etc. 
These are very different figures from 
the 11.1 per cent increase needed to 
produce the same volume. 

All this puts a rather serious aspect 
on a slight and seemingly innocent 
looking price reduction. For in so 
many instances there is no assurance 
the price cut will increase unit sales 
in the least. These figures are com- 
piled with the presumption the unit 
cost remains unchanged. 

Table B presents a different slant 
on the same problem. The left-hand 
column is the percentage of markup 
(figured on the selling price, of 
course). The right-hand column 
shows the comparative number of 
units that must be sold to return an 
identical amount of dollar margin. 

For instance, 186 items sold at 35 

















THE NECESSARY INCREASE IN UNIT SALES 
. (1) (2) To Maintain Dollar Margin 
() i 
Proposed Maintain || Original Original Original Original Original 
Price Dollar Markup Markup Markup Markup Markup 
Reduction || Volume 40% 35% 30% 25% 20% 
2.5% 2.6% 1% 8% 9% 11% 144% 
5. 53 14 17 20 25 33 
7.5 8.1 23 27 33 43 60 
10. 11.2 33 40 50 67 200 
12.5 14.3 45 56 71 100 167 
e 17.5 60 75 100 150 300 








maine unchanged. 


Table A. The increase in unit sales made necessary by a 
price reduction (1) to return the same dollar volum ="T 0) to 
return the same dollar margin, presuming the cost per unit re- 








per cent markup will produce exactly 
the same margin in dollars as 233 
items sold at 30 per cent markup, or 
300 sold at 25 per cent markup, re- 
gardless of the dollar volume pro- 
duced. Each set of figures on Table 
B gives the same answer, presuming 
the unit cost remains stationary. 

So if you are contemplating a price 
cut examine these two tables and see 
how many more units you must sell, 
then ask yourself, “Can I do it on the 
same expense?” 

You may start out with the idea of 
cutting prices and end up by raising 
them. That has happened! 





12 Out of 26 Automobile Manu- 
facturers Now Equip Cars 
With Radio Antennas 


Twelve out, of twenty-six automo- 
bile manufacturers having local agen- 
cies or branches in Chicago, IIl., now 
equip their cars with radio antennas. 
The twelve cars include: Studebaker 
Commander and President models, 
Pierce-Arrow, Dodge, Plymouth, 
Stutz, De Soto, Cadillac, La Salle, 
Franklin, Rockne and Nash. 

Universal antenna equipment of 
automobiles at the factory would un- 
questionably increase automobile ra- 
dio sales and would constitute a 
great help to all radio manufacturers 
building automobile radio sets. 
Therefore, anything that the radio in- 
dustry can do to urge or induce auto- 
mobile manufacturers to put antennas 
in all cars as a part of the factory 
equipment will facilitate automobile 
radio installations and thus help the 
industry considerably through the 
probable resulting increase in sales. 

The survey was conducted by the 
Zenith Radio Corp., Chicago, III. 


HARDWARE AGE 















WE i a 















AMERICAN INVENTORS 


NDOUBTEDLY there are more 
| | inventors, inventions and pat- 
ents in this country than any 
other country in the world. All of 
us have heard of the story of the man 
in the patent office fifty years ago who 
after working there several years re- 
signed his position because he claim- 
ed everything that could be invented 
had been invented, and, therefore, 
there would be nothing more to be 
done in the patent line. 

It is an interesting thing to study 
the evolution and development of the 
patent idea. Up to the time of Watt 
and his discovery of the power of 
steam, that lead to the steam engine, 
there was very little doing in the way 
of patents and inventions. Up to that 
time, in all the world, there were only 
two kinds of power—animal power, 
men and animals, and water power 
where a wheel was turned and power 
was generated by the falling of water. 
As a result of this practically all work 
was hand work. Machinery cut very 
little figure. The world managed to 
run with a very low rate of man 
power or horse power. 

Then came steam, the development 
of the steam engine, and immediately 
the whole picture changed. The 
world started upon its entrance into 
the machine age. In the days of 
water power factories and mills had 
to be located on streams. This led to 
the development of villages, towns 
and cities on waterways. This was 
not only because of water power, but 
also because of water transportation. 
In the history of the United States all 
of our larger cities, almost without 
exception, were located on lakes and 
rivers. They had to be near water. 
It was necessary for them to be near 
water. However, with steam there 
came a great change. A factory or 
mill using steam could be located al- 
most anywhere. The only necessity 
now was to have the factory or mill 
near a supply of fuel in the form of 
coal or wood. So the early factories 
run by steam were located near coal 
fields, or where wood could be sup- 
plied economically. 

Then with the development of 
transportation, based on steam power, 
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even fuel could be transported long 
distances at very low costs, and so a 
factory or mill could be built almost 
anywhere, and as a result cities and 
towns sprang up at interior points 
away from the ocean, lakes and 
rivers. All this was just a part of the 
evolution following the discovery of 
steam. 

The great advance in the wealth 
producing ability of England came 
when she was the first nation to 
change from a hand power to a steam 
power country. Patents were a grant 
from the crown. A patent was a deed 
or gift from the crown. That is the 
source of the word “patent.” We not 
only hear of patents on inventions, 
but we also hear of patents of other 
kinds; such for instance as a patent 
of nobility.” In other words, a gift 
from the crown. Did you know that 
in England, just after the time of 
Watt, the country was so desirous of 
maintaining its supremacy in machine 
power, and the patents for machinery 
that had been granted to English citi- 
zens, that there was a law of punish- 
ment by death if an English citizen 
passed on to some foreign nation the 
patent granted to him by the British 
government? England at that date 
appreciated the possibilities and the 
profits in machinery and, of course, 
it was only natural for the English to 
try and reserve as long as possible 
all these advantages to the English 
nation. 


Machine Cuts Price 


The profits at that time in manu- 
factured goods were enormous be- 
cause the standard of price had been 
established by hand-made goods, and 
very small production. It was only 
necessary for the machine made ar- 
ticle to cut these prices slightly to take 
the market and as the machine made 
goods were so much cheaper than the 
hand-made article the spread in profit 
was very large. Therefore, the Eng- 
lish manufacturers in their home 
trade, but especially in selling goods 
to foreign countries, enjoyed the enor- 
mous profits, one reason being that in 
these foreign countries they had not 


yet learned about machinery, did not 
use machinery, did not have patents 
and, therefore, were producing goods 
by hand at the same old high priced 
standards. Just imagine the position 
of England, as a result of her develop- 
ment in machinery, having this 
enormous advantage in the world’s 
markets. 

Now, let’s view inventions and 
patents from another angle. The in- 
vention of the steam engine by James 
Watt was about 1769. The Declara- 
tion of Independence in the United 
States was in 1776. At that time the 
United States had enormous re- 
sources in fertile lands, woods and in 
minerals, but they were short of man 
power. This country was just a great 
wilderness with a few settlements, and 
small cities, scattered along its East- 
ern Seaboard. It is an interesting 
fact that the founders of this Repub- 
lic fully grasped the significance of 
machine production. They realized 
in a country with a great supply of 
raw materials, with the shortage of 
human labor that machine production 
would be one of the answers to the 
problem of a full supply and lower 
priced goods. 

Reading the correspondence be- 
tween some of our leading men, and 
also in reading books of those times, 
alsp speeches in Congress, frequent 
reference was made to this condition 
in the United States and the apprecia- 
tion of the condition on the part of 
the founders of this nation. It is 
another interesting fact that many of 
our leading statesmen of colonial 
times were patent and “invention 
minded.” Take for instance Thomas 
Jefferson. He was always at work on 
some new invention, or some patent. 
His home at Monticello is just full of 
the things he worked out. For in- 
stance, a clock over the front door 
that not only told time on the outside 
of the house, but also had a dial on 
the inside. Then Thomas Jefferson 
worked out a very interesting bed- 
room arrangement for himself and 
Mrs. Jefferson. There were two 
rooms. In between these rooms in a 
wall some six feet in width was built 
a stationary bed. At the head of this 
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bed was a closet with doors opening 
into one room. At the foot of this 
bed was a closet with doors opening 
into the other room. Then there were 
bed curtains hanging down on either 
side of this bed, so in the morning 
when Thomas Jefferson arose he 
stepped into his own bedroom and 
when Mrs. Jefferson arose she stepped 
into her bedroom. What could be 
nicer than this? Both of them had 
privacy. They could not say, as one 
of our wits did that “in their lives 
they had no more privacy than a gold 
fish.” One trouble with married life 
a la mode is its lack of privacy. Jef- 
ferson solved this problem. 

I have in my collection some let- 
ters written by Jefferson. He wrote 
an excellent hand. Curiously enough 
his handwriting is small and very 
much like that of Abraham Lincoln. 
Among my letters are several by Jef- 
ferson about the tariff on nails at that 
time. Attached to these letters are 
sheets of paper on which are Jeffer- 
son’s figures of computation of the 
cost of nails. It is a curious fact that 
the nails are described in pennies and 
the figures are all in pounds, shillings 
and pence. 

Then there is that other American 
inventor, Benjamin Franklin. Early 
in his career he spent quite a time in 
London as a printer. At that time he 
was a vegetarian, and it surprised the 
other English printers how Franklin 
could lift the heavy type forms on a 
diet of vegetables. They supposed, 
as they still do, that nothing gives 
strength but roast beef. 

Later, Franklin was in England 
about the time of Watt’s discovery 
and, of course, he was fully posted on 
the developments in the new machine 
age. He was something of an in- 
ventor himself. For instance, the 
Franklin stove, the open stove that we 
still see in various parts of the coun- 
try. Then he invented a special street 
lamp and, of course, you know all 
about his discovery of electricity. Up 
to the time of his death Franklin was 
interested in electricity, in inventions 
and in patents. 

The cotton gin was invented by Eli 
Whitney. This is generally well 
known. However, it is not generally 
known that Whitney was the first gun 
manufacturer in the world who con- 
ceived the idea of manufacturing arms 
with inter-changeable parts. In the 
old days military weapons, as well 
as sporting arms, were all made by 
hand. They were fitted by hand. No 
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part of one gun could be used on any 
other gun without a lot of fitting. In 
manufacturing muskets, for instance, 
every country used this hand method 
of manufacturing which was natur- 
ally not only slow but expensive. Be- 
sides that when a gun would get out 
of order it had to go back to the gun- 
smith to be repaired. The owner 
couldn’t simply order a duplicate 
part and attach the part himself. 

It is interesting, in a book I 
have in my library on arms, to read 
of the evolution of guns from the old 
hand method of manufacturing to the 
modern machine made interchangea- 
ble system. The United States, fol- 
lowing Whitney’s ideas, was the lead- 
er in the production of machine-made 
arms. Conditions, even today, have 
not completely changed. Here in 
this country many arms are made en- 
tirely by machinery. Even the stocks 
are cut out by machines. On the 
other hand, in England and European 
nations arms today are part machine 
made and part hand made. The old 
custom of England of hand work has 
been giving away very slowly to the 
American machine idea and this is 
especially true in the manufacture of 
guns. 


It is also interesting to note that 
Whitney was the inventor of the mod- 
ern method of making gun stocks, 
carving with forms in wood by the 
use of an attached form and adjusta- 
ble blades. 

We may have a Sherman Law and 
a Clayton Act. These enactments are 
for the purpose of preventing monop- 
oly. However, the Supreme Court 
of the United States has decided that 
a patent is granted by the government 
and is naturally and inevitably a mo- 
nopoly. A patent that did not grant 
a monopoly would not be of much 
value. The government has also de- 
cided that a patent not only grants a 
monopoly, but the holder of a patent 
in giving a license on that patent, has 
a right to fix the price. In other 
words, a monopoly freely granted as 
a result of a patent would be of little 
value unless the owner of the patent 
in addition to the monopoly has the 
power to fix the price when getting a 
license on his patent. If you wish 
to read a very clear statement on this 
subject write to the Patent Office at 
Washington_and get the decision of 
Chief Justice Wm. H. Taft in the 
Mazda lamp patent case. It is well 
worth reading. 
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know what they are selling. 


the retailer from getting stale. 


see the idea? 








Business Needs Salesmen, Not Price Cutters 


We are paying too much attention to the 
price situation. 
like. What we want is people who know the 
merchandise they are selling. We have manu- 
facturer’s salesmen whose conversation com- 
mences: “How is your boss since his opera- 
tion?” and looking out the window seeing the 
river will say: “The river is mighty high. Do 
you think the levee is going to break?” etc., 
actually leaving in some instances without even 
letting it be known what they are selling, or 
_ the manufacturer they 
extreme cases fail to mention their own names. 


They know these things, and take it for granted that we know all 
about it too. They tell their story so many times it gets stale with 
them. The thing we must do is to keep from getting stale ourselves 
and keep the manufacturer from getting stale. Also we want to keep 


Send us well posted salesmen who know their lines perfectly. 
They should be real factory representatives conveying to us such 
information as we must have in order to be able to pass it on to our 
sales people, and they in turn carry it on to the retailer. Don’t you 


JOHN K. DYER, Doherty Hardware Co., Baton 
Rouge, La., talking extemporaneously before 1932 
convention at Biloxi Miss., to manufacturers. 


It is not near what it looks 


represent, and in 
Sometimes I don’t 
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Readers’ Comment 
on Hardware Age 
Platform 


Battimore, Mp.—We are heartily in ac- 
cord with the principles in the platform 
outlined and we feel sure that it will be 
received with approval by the hardware 
trade in general. If we practice the prin- 
ciples outlined in the different paragraphs 
we certainly cannot help but be successful. 

We congratulate you on such a compre- 
hensive statement of facts. 


G. N. Grorr, 
Wm. H. Cole & Sons 


BiueFieLp, W. Va.—The writer endorses 
fully the eleven points of the HarpwarE 
Ace Platform. 


S. V. Brooks, Sales Manager, 
Bluefield Hardware Company 





KNoxvILLE, Tenn.—Mighty glad for the 
Harpware Ace Platform. 


Personally, I 
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think it is very, very splendid and should 
be helpful to the hardware trade. 


F. E. Barktey, Secy.-Treas., 
Cc. M. McClung & Company 





Atianta, GA.—In regard to the Harp- 
warE ACE Platform, we feel that the prin- 
ciples covered in this platform are very 
fine. 


W. C. Hotteyman, Vice-President, 
Beck & Gregg Hardware Co. 





ATLANTA, GA—We wish to commend 
the HarpwareE AcE Platform very highly. 


Dean S. Papen, Vice-Pres, & Gen. Megr., 
King Hardware Co. 





CoLumsus, Onto.—I have read the 
HarpwarkeE AcE Platform, and very glad to 








find that you are interested in promoting 
the distribution of hardware items through 
the wholesaler. 

I want to refer particularly to paragraph 
2 of your platform, where you suggest that 
the retailers should focus their effort and 
thinking more on selling than on buying, 
and that they should concentrate their buy- 
ing in the fewest possible sources of sup- 
ply. 

We agree in all respects with this state- 
ment, but believe that it should be elab- 
orated upon to a certain extent—that is, if 
they find it possible to concentrate their 
purchases to a few wholesalers, these 
wholesalers in turn will not find it neces- 
sary to put forth the sales efforts that they 
have in the past, thereby reducing their 
selling expense and making it possible to 
give the retailer even a lower price than 
they are now on his lines of merchandise. 
We believe that entirely too much stress 
has been laid on buying by the small mer- 
chant and if he could again have confi- 
dence in his source of supply he would 
probably have much more time to spend 
on various methods of increasing his busi- 
ness. 

We do believe that your Harpware ACE 
Platform should be made available to all 
jobbers’ salesmen, retailers, wholesalers 
and others interested in the industry, and 
we believe that it will be beneficial to all 
concerned if it is carried out. 


A. W. LEHNER, 
The Tracy Wells Co. 





Onewa, N. Y.—The eleven planks in 
your platform are indeed constructive ones 
and should go far to assist the many dis- 
tributors who will be influenced by them. 


H. H. Noyes, Director of Sales, 
Oneida Community, Limited 





‘ALLENTOWN, Pa.—I have read with a 
great deal of interest the HARpwARE AcE 
Platform. Each plank in the platform con- 
tains a good deal of common sense and if 
every hardware concern would adopt the 
platform as a whole, it would result in the 
correction of a good many evils and a 
marked improvement in the general tone of 
the hardware business. 


W. J. C. Traxect, 
Cc. Y. Schelly & Bro., Inc. 





Los Ancetes, Cat.—I think you have 
carefully gone into the situation (the 
Harpware Ace Platform) and have made 
a splendid analysis of the relationship be- 
tween manufacturer—jobber and consumer. 
It has always been my personal policy and 
the policy of my firm that the jobber has 
a certain sphere in the distributing line, 
that is—to make all distributions through 
legitimate sources, selling to stores who 
sell again. I think there will always be a 
place in the hardware realm for a jobber. 
The retailer can no more get along with- 
out the distributor than the distributor can 
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get along without the retailer who sells 
direct to the consumer. 

Price competition will always enter into 
the distribution game and I have always 
felt that the regular hardware retailer can- 
not and should not attempt to compete 
with the 5 and 10c. store, who has been 
and always will be with us regardless of 
modes of distribution. True these stores 
have taught the retailers and jobbers many 
lessons of displaying their merchandise— 
of putting their stock in clean salable con- 
dition—making attractive windows that 
guide the woman and child buyer as well 
as the man—so with all these competitive 
modes of distribution with us today we can 
but glean that a great deal of good has 
come out of them and when business gets 
more nearly back to normal the surviving 
jobber and retailer will have learned a les- 
son that has done him much good. 

Again complimenting you upon the 
stand you have taken, I am 


B. J. BapHam, President, 
Hoffman Hardware Company 





Mempuis, TENN.—The Harpware AGE 
Platform, we think, is a very clear-cut and 
concise statement, and believe that it cov- 
ers a sound and conservative statement of 
facts. 


W. I. Moopy, Secy.-Treas., 
Orgill Brothers & Company 





MitwavukeEE, Wis.—I have read over 
very carefully the principles set forth in 
the Harpware Ace Platform, and I be- 
lieve your program is a well worth while 
one to develop for your readers. There is a 
very definite place in the distributiva of 
merchandising for the wholesaler and the 
retailer, and they can develop, each one of 
them, a very profitable business if they 
follow the principles of your platform. 

Aurrep J. Kreck ierer, President, 
National Enameling & Stamping Co., Inc. 





New York Crry.—We fully endorse the 
HarpwarkeE Ace Platform. 
S. Norvett, President, 
Remington Arms Company, Inc. 





TuscaLoosa, Ata.—All eleven po'nts of 
the Harpware Ace Platform are splendid, 
and I should hesitate to offer adverse crit- 
icism of any, with the possible exception of 
No. 7. Some hardware stores enjoy consid- 
erable patronage from sheet metal work- 
ers, locksmiths and carpenters. Therefore, 
would it not be setting up unfair competi- 
tion with our customers to attempt to glaze 
windows, do sheet metal shop work, make 
keys and fix locks. Naturally we believe 
it to be to our interest to protect their in- 
terest. 

Thanking you for the courtesy extended 
and requesting that you send a copy of this 
platform to those listed on the bottom of 
this page, we are 

M. T. Jamison, Vice-President, 
Allen & Jamison Company 





CLEVELAND, On10.—We think that your 
HarpwareE AcE Platform is very good. Each 
of the eleven points could be discussed at 
great length, but it would be rather diffi- 
cult to do this in a letter. 
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the report of the National Hardware Asso- 
ciation meeting, as we imagine that many 
of the points covered in your platform will 
be discussed there. 

We would like to have about fifteen 
copies of this to give to our salesmen. 


F. S. Braprorp, General Manager, 
Arnold Wholesale Corp. 





Littte Rock, Arkx.—We think the 
Harpware Ace Platform is exceptionally 
good and if followed out by manufactur- 
ers, wholesalers and retailers, all of us 
would be a lot better off. 

We would like to send a copy of this 
platform to each of our traveling men, and 
will greatly appreciate it if you will send 
us twenty additional copies—marked for 
the attention of the writer. 

Rosert H. BAKER, 
Vice-Pres. and Mdse. Megr., 


Fones Brothers Hardware Co. 





Fort Wayne, Inp.—We are very pleased 
to receive copies of the HarpwARE ACE 
Platform and certainly want to congratu- 
late you upon this splendid article and 
upon the interest that it surely will create 
—and we would appreciate it if you would 
send us twenty-five additional copies. 


R. R. Enocn, General Manager, 
Wayne Hardware Company 





New York City.—After reading the 
HarpwareE Ace Platform, we think it em- 
bodies a lot of “meaty” information for 
both the wholesaler and retailer. We would 
like about fifteen or twenty copies of this, 
for distribution among our salesmen. 


Otto DEDERER, 
Sickels Loder Company 





FreperickK, Mp.—The Harpware AcE 
Platform we have read very carefully, and 
feel that it is very sensible and sound and 
we agree thoroughly with every article. 

We are attaching hereto a list of our 
representatives, to whom we wish you 
would send a copy of this platform. 


W. B. Lenserz, Vice-President, 
The Everedy Company, Inc. 





Cotumsus, On10o.—The Harpware AGE 
Platform has been studied carefully by the 
writer, and he-agrees heartily with these 
eleven planks which constitute this plat- 
form. The writer believes that you have 
embodied in this platform practically all 
of the ills and the cures for the hardware 
industry as a whole, and if all of the prin- 
ciples outlined in these eleven planks were 
to be put into practice, he believes that 
practically all of the troubles of the hard- 
ware industry would be terminated. 


S. L. Hatz, Sales Manager, 
Smith Brothers Hardware Co. 





Ermma, N. Y.—We will appreciate 
your mailing us, marked for the writer’s 
attention, twenty-five copies of your Harp- 
ware AcE Platform. Thank you. 

R. C. Huntincton, 
Barker, Rose & Kimball, Inc. 








We were very much interested in reading 





LEONARDSVILLE, N. Y.—We wish to heart- 
ily indorse the Harpware AcE Platform 
and especially sections 5, 6 and 7. These 
we believe are especially applicable to the 
country store today, and in striving to 
carry these out we will be better able to 
meet growing competition. 


A. M. Coon. 





Ausurn, N. Y.—I want to compliment 
you upon setting out such a commonsense 
program (Harpware Ace Platform), and 
one which manufacturers, jobbers and re- 
tailers alike can certainly subscribe to. 

I assume that you are sending this to all 
subscribers to your paper, which. would 
include all my jobbing friends so that I 
am not asking you to mail these out. 

Frep M. Everett, 
Columbian Rope Co. 





Cotumsus, Oxn1o.—We entirely agree 
with the entire eleven sections outlined in 
the Harpware AcE Platform. 

H. A. Laurrmore, 
The Smith Bros. Hardware Co. 





Houston, Tex.—Upon my return home 
from a trip East and to the Atlantic City 
convention, I have carefully looked over the 
Harpware AGE of Sept. 29. 

Your platform as outlined on page 10, 
in my opinion, should be very helpful in- 
deed to the hardware fraternity and I feel 
quite sure many of them will adopt it as 
their platform. 

Your statement on the back cover of 
this issue is also full of meat and I agree 
with your statements there, feel sure that 
what you say will be very helpful to the 
retailers, wholesalers and the manufac- 
turers. 

Your directory that begins on page 11 
seems to be very complete and will un- 
doubtedly be of great help to the hardware 
fraternity over the United States. 

I talked to quite a few bankers, manu- 
facturers and business men while in the 
East and was glad to find that practically 
every one of them felt very much better 
over the outlook than they did when I 
visited them last May. Our own business, I 
am glad to state, has shown a constant im- 
provement in sales and profits since last 
June, so we feel very much encouraged. 

Thanking you sincerely for what you are 
doing for the hardware trade. 

D. D. PEpen, 


President and General Manager, 
Peden Co., Inc. 





Cuarteston, S. C.—We desire to com- 
mend you for covering such a wide field 
of endeavor on the small space of one 
page and if you have a surplus we would 
be glad for you to mail them to the per- 
sonal attention of the writer so that we can 
get our traveling men to distribute these to 
our retail hardware stores who should all 
read this platform. This platform seem- 
ingly is very plain, but the trouble is to 
get all parties concerned to adopt same. 

C. M. Det, 


Manager, Hardware Dept., 
C. D. Franke & Co., Inc. 
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“MADE IN U.S. A.” 


Should Be Stamped Prominently on All American Goods 


and Foreign Goods Must 


(An 


have protested that American manufactur- 

ers must lower their prices before they can 
call for complete support for “Made in U. S. A.” 
lines, a greater number show an appreciation for 
the fundamental wisdom, the dire need and the 
economic sense of “Buying American.” 


= several retailers and wholesalers 


Other distributers charge American factories with 
seeking production economies by having part of 
their fabrication handled in foreign countries at 
low wages, or by the purchase of certain cheap for- 
eign raw materials, used on finished merchandise to 
be offered in the American markets as American 
made. A manufacturer masquerading under a 
“Made in the U. S. A.” label does not deserve the 


support of American wholesalers and retailers. 


Every American manufacturer, employing Amer- 
ican workmen (American by birth, adoption or 
residence), paying American wages to be spent in 
American stores, using American raw materials and 
seeking the American market SHOULD BE PROUD 
to label prominently every item he produces “Made 
in U. S. A.” There then would be no excuse for 
distributers not knowing whether or not their mer- 
chandise is American made. As we understand 
it, the law prohibits the misrepresentation on goods 
made elsewhere being labeled “Made in U. S. A.” 
and also requires foreign merchandise to bear the 
name of the country of origin. The law PERMITS 
but does not REQUIRE American manufacturers to 
say “Made in U. S. A.” 


We do not ask a law forcing American factories 
to label their goods. There are already too many 
unenforced laws on our books. We urge in the 
name of economic survival that every American 
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Indicate Country of Origin 


Editorial) 


manufacturer who has the right to do so, label his 
goods as prominently as possible “Made in 
U. S. A.” A great many show this welcome sign, 
but too modestly. As a nation we have often boasted 
with less cause than when we tell the world typical 
American quality merchandise was “Made in 


oS A 


Let us remember that the Customs Department 
will enforce the law that requires German goods to 
be labeled “Germany,” Japanese goods to be labeled 
“Japan,” etc. It is the intent of this law, that dis- 
tributers and consumers will know immediately 
which goods are foreign made. When the identify- 
ing mark is small or placed inconspicuously on the 
goods, there is certainly intent to mislead. When 
you are offered goods improperly marked, advise 
the Customs Department, Washington, D. C., and 
give full particulars. That department will do the 


rest. 


At convention time have your resolutions com- 
mittee advise Congress and the Customs Depart- 
ment that you insist foreign goods be labeled in 
such a way that no mistake can be made. As a citi- 
zen and business man paying taxes, write your Rep- 
resentative and Senator and tell them how you feel 
about protecting American industries which give 
employment. to American workmen whose wages 
make your business possible. Tell them you are 
not a job killer. And tell your manufacturers to 
say “Made in U. S. A.” so you know it and your 


customers know it. 


“Made in U. S. A.” SHOULD be stamped promi- 
nently on all American Goods, and foreign goods 
MUST indicate country of origin. 
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LIBRETT COMPETES PROFITABLY 
WITH BIG CITY STORES AT CHRISTMAS 


During the year A. Librett. 
Inc., New Rochelle, N. Y., hard- 
ware dealer, sells more than 
$7000 of toys, games, wheel 
goods, children’s books and dolls. 
Seventy-five per cent of that vol- 
ume is sold during November 
and December by intensive cam- 
paigning and a genuine welcome | 
to children of all ages. Interior 
and window displays, colored 
lighting, hand delivered catalogs, 
a bill poster on the store build- 
ing, outside signs and newspaper 
advertising contribute to the 
Christmas volume for the Librett 
store. 

Early in the Christmas season 
three thousand copies of a toy 
catalog prepared by a western 
wholesale hardware house, with 
a Librett imprint, are distributed 
to children as they leave the 
schools in the vicinity. Other 
copies are handed out over the 
counter. Quality is stressed 
rather than price. In fact price 
is not mentioned in any adver- 
tising matter used on toys by the 
store. Newspaper advertisements 
‘ for toys during the season aver- 
age one-third of a page. 

Besides the catalogs and news- 
paper advertisements the Librett 
store uses about 400 stuffers a 
day in outgoing mail and in 
packages, advertising its Christ- 
mas wares. 

Mr. Librett and his eight sales 
clerks, most of whom have been 
with the store for several years, 
give children a hearty welcome, 
particularly during the Christ. 
mas season. Children are en- 
couraged to try out wheel goods 
and to look over the toys. By 
good natured supervision over 
the children in a way that does 
not “smack” of spying or mis- 
trust, Mr. Librett and his asso- 
ciates caution the children to be 
careful. And they are to such a 
degree that the damage done is 
negligible. 

YOUNGSTERS AID PROMOTION 


At one time a youngster was 
hired to play with the toys and 
thereby attract other children. 
Because he became lonely and 
tired of his job the Librett store 
dispensed with that plan. It has 
been found more profitable to 
take a chance on any slight dam- 
age being done by children who 
come in of their own accord. 
Children who try out wheel 
goods are usually as good as 
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fifty per cent sold according to 
Mr. Librett. 
On the side wall of the Librett 
store, facing the company’s gaso- 
line station, a big bill poster fea- 


tures Santa Claus and calls at- 
to the Christmas mer- 


tention 


chandise in the store. Out front 
a 32 foot banner poster, attached 
above the show windows calls at- 
tention to Christmas gifts and 
toy lines. Colored lights are 
strung along the front of the 
store. One of the front display 
windows as well as one of the 
side windows is given over 
largely to toys and other chil- 
dren’s lines during the season. 

Imitation Christmas trees with 
decorations are displayed in the 
store. Formerly the store used 
such displays simply to give a 
Christmas season atmosphere. 
Now, these trees are on sale add- 
ing to the season’s volume. 


CHRISTMAS LIGHTING 


Along part of the ledges in 
the main part of the store, 
Christmas lighting is strung, giv- 
ing a cheerful yuletide glow to 
the room. Where the main store 











Librett Christmas Windows are arranged to appeal 
to the youngsters 





“L” shape, a huge Christmas 
wreath with lights and the Li- 
brett “L” or “trade mark” is 
suspended during the yuletide 
season. It is the same mark that 
appears on advertisements, on 
show cards and in other places. 
This point of the store is visible 
from both the front and side en- 
trances, attracting immediate at- 
tention to the section so inter- 
esting to children. Traffic is 
about equal through the two en- 
trances. 

Christmas tree lighting sets in- 
crease the Christmas sales vol- 
ume by $1500, with sets at $1.85 
each being the best sellers. An- 
other Christmas season feature is 
a table of books for boys and 
girls ranging in age from eight 








THE HARDWARE AGE 
CHRISTMAS , CHRISTMAS 
_ Christmas Messenger SPIRIT 
and its arm meet, forming an | to fourteen years. The books 


are priced from 50c to $1.49 
each, with 59c books selling 
best. Trains on display vary in 
price from $4.95 to $43.50 a set. 
Wheel goods priced at $10 are 
the best selling numbers, al- 
though items in this class are 
sold at as high as $20. Dolls 
sold vary from $2.75 to $6.45, 
most of them being handled only 
at Christmas time. The doll 
stock for the balance of the year 
totals about $100, the amount of 
surplus. 

Exclusive of wheel goods the 
Librett store invests about $1500 
for Chistmas toy stocks, while a 
$1000 stock is usually kept dur- 
ing the balance of the year. 
Next to the Christmas season 
Spring is the best toy selling 
period. 

Supplementing the other 
Christmas ideas the Librett store 
this year has a radio department 
with midget radio sets on dis- 
play ranging in price from $15 
to $34.50. As a fine example of 
“the merchandising methods em- 
ployed by Librett’s store, efforts 
are put forth to get customers to 
permit a demonstration in the 
home, as the Librett store is in a 
locality not ideal for radio recep- 
tion. When a customer is “sold” 
on a set, installation is made free 
of charge. 

The Christmas toys and allied 
line sales record of the Librett 
store is particularly outstanding 
when it is considered that New 
Rochelle, a city of 54,000 popu- 
lation has department and other 
stores with paid Santa Clauses 
and souvenirs for children nd is 





handy to New York City. 
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HOLLYWOOD (Calif.) HARDWARE STORE 
GOES AFTER TOY BUSINESS IN BIG WAY 


Displays, advertising and stock combine to produce 
real results 


In Hollywood, Calif., the Cen- 
tral Hardware Co. 
moting its “Toyland” on October 
31, with newspaper advertising 
and window displays. That de- 
partment sold in excess of $7,000 
of toys, games, dolls and wheel 
goods in 1930 and decided to get 
an early start on “Toyland” last 
year, in line with the policy of 
other stores in that city. The 
year 1930 was the first Christ- 
mas season since 1926 that “Toy- 
land” was operated by the store. 

Lee J. Harter, in charge of ad- 
vertising and display work in the 
company’s stores, said of their 
“As we were 
really a new place for the pub- 
lic to think of as a ‘Toyland’ we 
had to make the toy buying pub- 
conscious. 
this we used complete newspaper 
coverage, direct mail, newspaper 
publicity, banner heads in front 
of the store and sign posts with- 
in the store informing them that 
we had a toy department on the 
inviting 


1930 campaign, 


lic ‘Central’ 


mezzanine floor 
their inspection. 


“We participated in an ana- 


grams newspaper 


children in 1930, the reward be- 
ing a Christmas show put on at 
one of the theatres. 
dred children came into the store 
their parents 
and obtained tickets that they 
This scheme was ben- 


accompanied by 


had won. 
eficial to us.” 


Speaking of the sales force 
Mr. Harter said, “We found, as 
many have before us, that it is 
highly impractical to use sales 
specially 
trained in serving a toy buying 
Last year all extra sales 
people taken on had had previ- 
ous training in meeting toy cus- 


people that are 


public. 


tomers.” 


starts 


and 


contest 


not 


Hollywood Attracts 


In reference to Christmas sea- 
son plans in the community Mr. 
“If the same mer- 
obtainable at 


Harter said, 


chandise_ is 


To do 


One hun- 


pro- 


for 


the | 





Circulars to 


er, Del., 


uses circulars, 


rollment 
dated schools. 


the teacher. 





Sends Christmas 


Schools 


Walter T. Massey, Dov- 
hardware dealer, 
obtained 
from his jobber, to send to 
a list taken from the en- 
of the consoli- 
He also 
visits country schools, 
leaves a folder for each 
child and a small gift for 
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same prices in both shopping 
centers-——Los Angeles and Holly- 
wood — Hollywood has the ‘in- 
side track.’ One of the most 
famous streets in the world is 
‘Santy Claus Lane,’ Hollywood’s 
yuletide name. Decorated in a 
manner not encountered in any 
other city, it brings people from 
far and wide just to see the 
beautifully illuminated and deco- 
rated thoroughfare. If the peo- 
ple come to any locality, busi- 
ness can be created. After peo- 
ple are once cognizant of the 
fact that there is something 
original to see, and come and 
see it, the merchant’s problems 
are limited to attractive display, 
both in and out of the store. 
“During the Christmas season 
the mezzanine floor at store No. 
1, located at 6673 Hollywood 
Blvd., gives the entire store a 
yuletide spirit as it is in plain 
view of the sales floor. Tables 
and stands in the department 
are painted a Christmas green, 
making an effective background 
for the display of holiday mer- 
chandise. Along two of the three 
walls there are glass enclosed 
cabinets, painted in the same 
shade of ivory as the ceiling. 
These cabinets are utilized for 
the display of dolls and the more 
perishable toys for smaller toys.” 
Display Methods 
Speaking further of display 
methods during the Christmas 
season Mr. Harter said, “Tables 
used give the greatest of display 
room, yet do not create the ap- 


pearance of crowding. Posts in | 


the department are decorated 
with various Christmas designs. 
With the exception of the very 
small items, other items are 
merely displayed, stock being 
stored beneath the tables or in 
the warehouse. This manner of 
displaying toys makes it possible 
for us to have more of a variety 
and vet not be cramped for 
space.” 

The most popular price range 
of toys in “Toyland” is 30c to 
$5.00. About half the depart- 
ment’s sales are made in wheel 
goods lines. Ninety per cent of 
the Central Hardware Company’s 
toy and wheel goods lines are 
sold in the weeks prior to Christ- 
mas. Occasionally in the sum- 
mertime window displays and 
advertisements on these lines are 
used to advantage. 

Children visiting “Toyland” 
last year were given a little re- 
membrance which created good 
will. 





| 


| done in a 
| in local newspapers. 








Advertising on toy lines is 
“shopping news” and 
Enclosures 


with monthly statements also 
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PRACTICAL 
TOYS 





$| $125 $150 


‘This Xmas you will see many of the 
every day machines of industry dup-— 
Heated in smoothly running toys... 
toys are instructive as well as 
highly interesting. Rigidly built to 

give long service AND priced for 
the 1931 PURSE. 





Ther, 


There once was a boy that did not the 


want a football BUT it was so long 
ago that no one remembers his 
name. You can be sure that a gift 
of a football will be most appre- 
ciated—no matter the age. 





ERECT WITH 
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; Central Hardware Co. 
* 6673 Hollywood Blud.~ , 


~« 7522 Sunset Blud. ~ , = 
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TOYLAND 


The dalle of today are so life-like 
that they would deceive anyone. 
And the beautiful dolls that you 
can obtain for so little! Really it 
will amaze you the values obtain- 


able this Xmas of 1931 


‘ 1 

I NSTRUC | 

is no better way to instruct 
hild in the simple laws of 
physics and building than by giv 
ing him an educational type of 
game or toy. There are so many 
different types that it is imposs: 
ble to enumerate them. 


ances JUST LIKE 7 ERS os 4d ans 


help them in the sale of toy lines. 
Although much of the Christ- 
mas season advertising contains 
illustrations and descriptions of 
toys, games, dolls and wheel 
goods, space is given to electrical 
appliances and household mer- 
chandise of interest to adults. 
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FREE § 
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A tricycle is the ambition of every 
child why not make his dreams 
come true... for you can buy the 
expensive velocipede of yesterday 
at the modest price of today. 


Found 





Toyland 


REE PERE TS PEPE PE PS PAID PS PS REPS PAR. oo MIPS PA REPS PSPS Ms PSE PS 


ny a 
Soft et toys that can not harm 
the small tot...and can not be 
readily torn to pieces are now being 
manufactured in the most ‘realistic 
of shapes. All these toys are wash- 
able and will be in good condition 

child is ready for more 
mature toys. 
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THE NEW MODELS 
“The train the ENGI- Pr. orn Ts, 


NEER would buy his son” is a © 
perfect description of the American 
Flyer line of trains. So minutely copied from the real 
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THE NEW — BETTER | 
SASY WASHER 


A gift such a» @ famous EASY 
WASHER 4 that inet 


flyers that it is astounding. Now less expensive than ever before. 
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Make Your Presents Utility Presents 
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ELECTRICAL 
SERVANTS 


A pertestly performing errant 
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The Mounting National Debt— 


Ameriea’s False Complacency 


r | WHE national _ interest-bearing 
debt was $25,234,496,274 on 
June 30, 1919. It shrank to 
$15,921,892,350 in 1930 and today 
stands at about $20,800,000,000. 

The fact that, in spite of increases 
in the past two years, the debt is still 
$4,400,000,000 below the peak, is pointed 
to by certain observers with the assur- 
ance that there is nothing to worry 
about. Indeed the argument is heard 
that we now face an emergency as great 
as war and that we can, therefore, with- 
out harm again pile up the national debt 
at least to the war-time peak. 

This complacency arises from a super- 
ficial glance at a few simple figures. 
The mounting national debt is, in fact, 
a menace to confidence, a barrier to 
recovery and a threat to solvency. Re- 
sponsible leadership should awaken to 
the situation and take action within six 
months. 

National Debt vs. Other 
Public Debt 

When our national debt after the war 
stood at the twenty-five billion dollar 
level, State and local debt was -only 
about $7,000,000,000. Today, State and 
local debt exceeds $17,000,000,000. 

The remarkable rise of ten billions in 
State and local debt is additional burden 
upon the taxpayer. States and cities 
are staggering under the burden, in 
many cases on the verge of bankruptcy. 
This burden did not exist in 1919: it 
does exist now. 

The American people have contracted 
public debt with the wanton reckless- 
ness of children. To saddle themselves 
with war-time levels of national debt on 
top of a $10,000,000,009 increase in 
State and local debt, would be a prim- 
rose path to fiscal suicide. 

Before, when the national debt was 
at its zenith, America took it for granted 
that a large part of that debt would be 
liquidated by payments to the United 
States on account of war debts owed by 
Europe. In 1920, the war debts owed 
to this country were $10,338,058,352. 
At the end of 1931, these war debts 
were larger, not smaller, and amounted 
to about $11,600,000,000. The increase 
is due mainly to accumulated unpaid 
interest. 

Today, no one but the unsophisticated 
really expects these war debts to be 
paid in full or even in large part. They 
will be shifted to the American tax- 


payer. 
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When we did not know this, when we 
light-heartedly assumed that Europe 
would pay us enough to liquidate one- 
third to one-half our national debt, we 
could be unconcerned about the astro- 
nomical figures involved. 

But that illusion has gone. The war 
debt portion of our national debt does 
not wash out. We pay it. Those who 
view with equanimity our mounting na- 
tional debt should take this considera- 
tion into the reckoning. 


Effective Burden of the Public 
Debt 


The nominal debt should be contrast- 
ed with the effective burden. The latter 
is profoundly influenced by a major 
change in the price level. 

When the national debt was at peak 
figures, the price level was 50 per cent 
higher than it is today. One dollar of 
debt today is as heavy a burden as one 
and one-third dollars ten years ago. 

The effective burden of a national 
debt now of $20,000,000,000 is as great 
as a debt of $30,000,000,000 would have 
been ten years ago. 

If we add together national, State 
and local debt, we have the result: 


All public debt 10 years ago, 
about $31,000,000,000 


All public debt in 1932, 
about $38,000,000,000 


The increase thus shown, is the nom- 
inal increase. The effective burden re- 
quires adjustment for the price level. 
The present public debt is equivalent 
to about $57,000,000,000 in terms of 
the old price level. 

This is not mere arithmetical jug- 
gling. It is a way of measuring the 
burden of debt on the taxpayer. 

To put it another way: When the 
price level was high, the public debt 
was 31 billions, but now, with a price 
level one-third lower, it is 38 billions. 
Care-free additions to the national debt 
now, excused on the ground that the 
debt used to be higher, take on a new 
light wken these basic facts are under- 
stood. 

The effective burden of the total pub- 
lic debt, national, State and local, today 
is nearly twice what it was a decade 
ago. This does not take into account 
the dawning realization that the war 
debts come out of our pockets. If fur- 


ther allowance be made for this factor, 
the effective burden today is nearly 
three times what it was assumed to be 
formerly. 


Public Holdings of U. S. 
Securities 

On Dec. 31, 1921, the public (i.e. out- 
side of the banks) held about $20,000,- 
000,000 of the securities of the Federal 
Government or about 84 per cent of the 
total. 

At present, the public holds only 
about $11,400,000,000 of the securities 
of the Federal Government, or about 55 
per cent of the total. 

Of recent new issues of Government 
securities, the public has absorbed a 
relatively very small proportion, prob- 
ably less than one-third. The banks are 
financing the deficit. 


Banks Loaded with Government 
Securities 

On Dec. 31, 1921, all member banks 
of the Federal Reserve System owned 
$2,647,703,000 of United States Govern- 
ment securities; today, about $6,000,- 
000,000. 

Formerly, United States Government 
securities were only 11 per cent of their 
loans and investments; today, more than 
20 per cent. 

This concentration in banks is par- 
ticularly noticeable in New York City 
member banks. Their holdings of Gov- 
ernments now amount to about 36 per 
cent of their loans and investments. 

The English Joint Stock banks do not 
report Governments separately from 
other investments, but if investments of 
all kinds are taken together, these Eng- 
lish institutions show all investments as 
only 23 per cent of total loans and in- 
vestments. If we assume that half their 
investments are Governments, their 
holdings of such securities would be 
only about 12 per cent of total loans and 
investments. Our similar ratio is 36 
per cent for New York City banks. 
Relatively our New York banks are 
three times as heavily in Governments 
as the English banks. 

The English preserve some of the 
traditions of commercial banking; our 
banks are rapidly becoming fixed 
trusts holding Government securities. 
There is a limit. 

Economy in national expenditures is 
becoming a live issue. The Treasury’s 
estimated ordinary expenditures for the 

(Continued on page 54) 
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Actual size of sheets 934 by 12 inches 
over all; writing area 8% x 11% 
inches. Sheets printed on both sides, 
with 28 entry lines on each side. 
Price—$1 for 200 sheets (400 pages). 


Retailers Designed This New 
Hardware Age Inventory Sheet 





merchants to help us design this new 

HARDWARE AGE INVENTORY 
RECORD SHEET. Here is the result, a new 
sheet, a new size, a new form and a NEW 
LOW PRICE—$1 for 200 sheets. As these are 
printed on both sides, this means $1 for 400 
pages of inventory record sheets for one dollar. 
Each page takes 28 items, one to a line. Your 
dollar investment provides inventory entry 
space for 11,200 items. 


W:: asked 1000 leading retail hardware 


In the past thousands of retail hardware 
merchants and wholesalers have used millions 


of the HARDWARE AGE INVENTORY 
SHEETS, because they were simple, conven- 
ient and handy to use. The new form of sheet 
is even more simple, more convenient and 
easier to use. Our entire effort was directed 
toward making annual hardware inventories an 
easier job. 

The new HARDWARE AGE INVEN- 
TORY SHEETS will fit the standard HARD- 
WARE AGE INVENTORY BINDER used 
by thousands of dealers. Send your dollar 
with your order for 200 of new inventory 
sheets to 


HARDWARE AGE 


239 West 39th Street 


DECEMBER 8, 1932 


New York City 
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Information regarding sources of supply as provided readers of Harpware Ace by the Who Makes It Editor is here 

presented as an aid to others in the trade who may be seeking the same articles. The inquiries reproduced have been 

selected because of their general interest to hardware merchants and buyers. This editorial feature in each issue sup- 
plements the service rendered by the ““Who Makes It?” issue published on Sept. 29, 1932. 


MANSFIELD, Pa.: Where can we 
secure portable lawn showers that 
can be retailed for $1.75 to $2?— 
Harry A. Taylor. 

ANSWER: Art Brass Co., Inc., 
299 E. 134th St., New York, N. Y.; 
Standard Brass Mfg. Co., Utica, N. 
Y.; J. P. Eustis Mfg. Co, Cam- 
bridge, Mass., and Tubular Prod- 
ucts Mfg. Co., Southington, Conn. 


* * * 


New Bricuton, Pa.; Who makes 
the Tom Thumb line of paints 
which retails for ten cents a can?— 


Shaffer Hardware Co. 

ANSWER: Armstrong Paint & 
Varnish Co., 1318 Kilbourne Ave., 
Chicago, II. 

EvizaABETH, N. J.: Who makes 
the Willis Jones valve stem guide 
brushes with renewable tips?— 
Hand Hardware Co. 

ANSWER: Precision Industries, 
Inc., Seattle, Wash. 


* * * 


MonTrREAL, Que., Canapa: Fur- 
nish names and addresses of several 
manufacturers of automobile door 
handles.—Faucher & Fils, Limitée. 

ANSWER: C. Cowles & Co., New 
Haven, Conn.; Ternsted Mfg. Co., 
6307 W. Fort St., Detroit, Mich.; 
Keeler Brass Co., Grand Rapids, 
Mich., and E. R. Wagner Mfg. Co., 
North Milwaukee, Wis. 


* * * 


NewsurcuH, N. Y.: Who makes a 
lever type handle, suitable for use 
on soundproof doors, which has a 
beveled latching unit and _ strike 
plate, permitting the door to be 
forced tight against a rubber strip? 
—Weed & Bagshaw. 

ANSWER: P. & F. Corbin, New 
Britain, Conn., make a latch of this 
type designated as a mortise case- 
ment fastener. Three types are 
made with varying backsets and are 
reversible for either right or left 
hand doors, while a fourth type for 
rabbited doors is manufactured in 
right and left hand styles. 


* * * 


NorwaLk, Conn.: Who makes a 
hedge trimmer that is operated by 
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a crank and is suspended by a strap 
over the users shoulder?—Gillespie 
Hardware Co. 

ANSWER: Detco Mfg. Co., Oaks, 
Pa. 


* * * 


PLEASANTVILLE, Pa.: Furnish 
names and addresses of several man- 
ufacturers of fire sirens.—B. Corwin. 

ANSWER: The Gamewell Co., 
Newton Upper Falls, Mass.; James 
M. Castle, Inc., South and Water 
Sts., Philadelphia, Pa., and Federal 
Electric Co., 8706 S. State St., Chi- 
cago, Ill. 


* * * 


DanvILLE, Pa.: Who makes dry 
cleaning machines for household 
use?—Globe Machine & Stamping 
Co., Cleveland, Ohio; Sheffield Prod- 
ucts Co., Cleveland, Ohio, and Apex 
Rotarex Co., Cleveland, Ohio. 


* & &, 


West Prarins, Mo.: Where can 
we secure a silver bull ring, size 3 
x 3?—Aid Hardware Co. 

ANSWER: The firm of Currier 
& Roby, silversmiths, 217 E. 38th 
St., New York, N. Y., will make this 
to special order in either plated or 
sterling silver within twenty-four 
hours. It would be necessary to fur- 
nish an ordinary bull ring to serve 
as a guide during its manufacture. 


* * * 


Freeport, L. I., N. Y.: Who in 
New York City can supply us with 
S. J. Addis, English made, wood 
carving tools?—Best Lumber Co. 

ANSWER: Hammacher, Schlem- 
mer & Co., 133 Fourth Ave., New 
York, N. Y. 


GIBSONBURG, OHIO: Where can 
we obtain eyes, hooks, etc., to be 
used in making artificial baits? — 
The Gibsonburg Hardware & Sup- 
ply Co. 

ANSWER: Wood Minow Bodies: 
South Bend Dowel & Mfg. Co., South 
Bend, Ind. Glass Eyes: G. Schoep- 
fer, 136 W. 32d St., New York, N. 
Y. Hooks: Enterprise Mfg. Co., 
Akron, Ohio, and South Bend Bait 
Co., South Bend, Ind. 


* * * 


IrHaca, N. Y.: Furnish names 
and addresses of several firms mak- 
ing inexpensive kerosene lamps 
without shades.—C. J. Rumsey & 
Co. 


ANSWER: Plume & Atwood 
Mfg. Co.; Waterbury, Conn., and 
United Glass Co., S. 9th and Bing- 
ham Sts., Pittsburgh, Pa. 


* * * 


Martinspurc, W. Va.: Where can 
we buy bird baths and sundials, also 
rustic furniture?—Sites Hardware 


Co. 


ANSWER: Bird Baths, etc.: S. A. 
Weller Co., Zanesville, Ohio; Gallo- 
way Terre Cotta Co., Walnut St. at 
32d, Philadelphia, Pa.; Buckeye 
Pottery Co.,*Macomb, IIl.; Artcrete 
Products Co., Upper Darby, P.O., 
Pa. Rustic Furniture: Indiana Hick- 
ory Furniture Co., Colfax, Ind.; 
Rustic Hickory Furniture Co., La 
Porte, Ind.; Aird & Mallory, Green- 
bush, Mich.; Block Go Cart Co., 
422 S. 13th St., Philadelphia, Pa., 
and Unadilla Silo Co., Unadilla, 
ie # 


* * *% 


SAVANNAH, Ga.: Who makes a sur- 
face type, double action, spring 
screen door hinge in japan finish? 
—White Hardware Co. 

ANSWER: A hinge of this type, 
and designated by the makers as No. 
9700, is manufactured by the Bom- 


mer Spring Hinge Co., 263 Classon 
Ave., Brooklyn, N. Y. 


HARDWARE AGE 








Pee SEE ep li, 


bi eT RA SY 














Trade 


Acceptances 


f VHE Federal Reserve Board in 
1917 recognized that many 
billions of dollars were invested 

in open book accounts and that this 
investment along with the investment 
in merchandise represented the prin- 
cipal quick assets securing payment 
of single-name paper in the hands of 
banks, which was at times offered for 
rediscount. The Board believed that 
two-name paper, such as trade accept- 
ances, meant smaller losses, fewer 
failures and therefore better security 
for Federal Reserve currency, so rec- 
ommended them in place of open 
book accounts. 

During the next few years the use 
of acceptances grew to rather large 
proportions, but beginning with the 
prosperous era after 1921 their use 
decreased and very little was heard 
about them for approximately ten 
years. However, there are a number 
of firms that have used acceptances 
to advantage since they were recom- 
mended fifteen years ago.. 

In the second quarter of this year 
bankers and industrial leaders de- 
cided that trade acceptances could 
perform a real function in the recov- 
ery after the depression, because they 
would encourage banks to loan some 
of their liquid funds, which they re- 
fused to loan on single-name paper 
because of the risk involved. 

Since the year 1918 our firm has 
encouraged customers who did not 
discount to give us trade acceptances 
payable at a definite time, and our 
experience justifies the statement that 
they are sounder instruments to use 
than open accounts or notes, and do 
increase the net return on investment. 

However, the terms in the electrical 
industry are too short for us to in- 
crease the volume of acceptances to 
a great extent. Terms are usually 30 
days net with allowances for cash 
discounts when payments are made in 
10 days. But in those industries 
where terms are 60 days or longer 
trade acceptances have a real function 
to perform and business concerns 
can not afford to ignore them. 

The advantage to banks in having 
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From a talk by E. W. 
Shepard, Treasurer, 
Graybar Electric Co., 
New York City, before 
the 1932 Atlantic City 
Hardware Convention, 
and based on Graybar’s 
highly satisfactory ex- 
periences with the use 
of the Trade Acceptance 
since 1918. 


better security is self-evident, so I 
shall not dwell on that phase, but will 
discuss the principal advantages to 
buyer and seller. 

In some industries there have been 
numerous cases where manufacturers 
and jobbers have given customers 
credit balances or extended unusually 
long terms. The buyer pays heavily 
for this banking service and usually 
there is a day of reckoning: either 
the seller can not continue to perform 
the banking function or the buyer 
gets into financial difficulties because 
of too much credit or prices that are 
not competitive. 

Therefore payment by trade accept- 
ances will make the buyer more in- 
dependent and his future will not be 
mortgaged to sellers for a financing 
service that should be rendered by his 
own bank. 


The Seller’s Standpoint 


From the seller’s standpoint our 
aim, like that of every other business 
organization, is to increase the net 
return on the investment. In 1918 we 
were convinced that negotiable paper, 
payable on a definite date and at the 
buyer’s bank, would reduce losses 
and when discounted increase turn- 
over. Our experience has justified 
.those conclusions. 

During the first few years we sepa- 
rated our losses and found that the 
percentage of open account losses 
was from 4 to 10 times greater than 
the percentage upon trade accept- 
ances. 


At that time we also considered a 
collection rate of 60 days, based on 
average daily sales, as satisfactory. 
For the past few years our budget has 
been around 40 days and we have been 
meeting it. You will notice that we 
have been getting nine turnovers on 
our receivables investment in place of 
six, and the cost of carrying the in- 
vestment has been greatly reduced. 
If our collection rate in 1930 had 
been 60 days instead of below 40, the 
additional cost of carrying receiva- 
bles based on a 5 per cent interest 
rate would have amounted to more 
than $200,000. 

I do not wish to convey the idea 
that trade acceptances were entirely 
responsible for this improvement in 
turnover and reduction in carrying 
charges. Some of it was undoubtedly 
due to a stronger collection policy 
and a more intelligent job by our 
Credit Managers. However, trade ac- 
ceptances were important contribut- 
ing factors and the same results could 
not have been obtained without them. 

Our real credit problems at present 
are: 

1. Increasing Failures. 

2. Slower Collections. 

The first means increased expense 
due to losses and the second means 
increased expense for carrying 
charges and decreased turnover. In 
finding the solution to these problems 
the value of trade acceptances should 
not be overlooked. 

Opponents of trade acceptances al- 
ways emphasize the abuses, so we 
might just as well bring them out into 
the open. The principal ones are that 
trade acceptances sometimes 

a. Cover past due accounts 

b. Constitute renewals of other ac- 

ceptances 

c. Lengthen terms 

d. Cover obligations other than 

commercial transactions. 

All of these are abuses that should 
be corrected and the cure is through 
better education. However, let us be 
fair in our judgment and compare 
the abuses with those of open ac- 
counts and notes. Even United 
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Trade Acceptance Benefits Trade Acceptance Practices 


To Banks: For Users: 
1. This two-name paper strengthens the security of 1. Sound credit judgment, after credit investigation, 
loans. is just as necessary as on open book accounts. 


2. Credit limits should be watched as in the past. 
3. Trade Acceptances should not be used to 
lengthen terms. 


4. If buyers do not discount within 30 days, sellers 
are justified in asking for T. A. settlements. 


. They should cover current accounts only, al- 
though they may cover monthly or semi-monthly 
statements. This increases the amounts and 
makes them more attractive to banks. 


. They should not cover past due accounts. 


7. They should not be renewed in the same form. 
All advisable renewals should be made by in- 
terest-bearing notes. 

. They should not provide for interest, but if 
longer than usual terms are given, interest may 
be included in the total T. A. 


. In industries where lien rights must be pro- 
tected, they should not mature after lien rights 
have expired. But when returned unpaid prior 
to the expiration of lien rights, they bring the 
obligation up for immediate attention. 


2. Diversifies the risks. 


3. When discounted they transfer banking function 
to banks where it belongs. 
4. Federal Reserve Banks will rediscount them. 


5. Loans to one firm are not limited to ten percent 5 
of capital and surplus, as in the case of single- 
name paper. 


6. Strengthen the position of bank customers (or 
borrowers). 6 





To SELLERs: 
1. Increase net return on investment by: 
(a) Reduction of credit losses. 8 
(b) Transfer of Receivables Investment to 
cash which may be reinvested. 
2. Discount rate should be lower than on single- 9 
name paper. 
They are acknowledgments of debts. 


. Less capital needed. 


oF BH 


. May anticipate customer’s payments more closely 


and regulate his finances accordingly. For Banks: 
l. The giving and taking of trade acceptances 
should be encouraged because of benefits out- 


lined above. . 


To Buyers: 
1. Make them more independent. Their future is 


not mortgaged to sellers for a banking service. 2. In most states banks have the right to charge 
; : 
2. Establish a better credit position. acceptances to the acceptor’s account without 
4 er ge : further authority, assuming that funds are on 
3. Competitive position improved by getting terms hand to meet them. Banks should exercise this 
given to favored customers. right. 
4. Will improve methods of buying and collection 3. Banks should encourage the discounting of Trade 


of accounts. 


Acceptances in preference to single-name paper. 


Points emphasized in Mr. Shepard’s talk 











States currency is counterfeited but 
no one advocates abandoning it be- 
cause of this abuse. 

The functions of the Credit Man 
are credits and collections. A good 
credit job implies small losses; a 
good collection job implies a rapid 
turnover on receivables assuming, of 
course, that results are not obtained 
at the expense of sales. We all rec- 
ognize the necessity for facilities 
which enable Credit Men to reach 
sound judgments as to lines of credit; 
we also know that the collection job 
is the most uninteresting function. 
Therefore why shouldn’t we use an in- 
strument that will reduce losses, in- 
crease turnover and enable Credit 
Men to devote more time to construc- 
tive credit work? 

In conclusion, the open account 
should be used only on those trans- 
actions where terms are 30 days or 
less and when payments are made in 
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accordance with those terms. When 
terms are longer than 30 days the 
open account fails as a collection me- 
dium. It should beconte obsolete. 


The trade acceptance is a sound credit 
instrument when properly used and 
I do not hesitate in recommending it 
to you. . 





Publishes Manual for Correctly Pricing Merchandise 


The Merchant’s Profit-Pricing Man- 
ual has been published to assist retail 
dealers in correctly pricing merchan- 
dise to obtain a given profit percent- 
age. The manual compares correct 
and incorrect pricing, explains bud- 
geting and its use in pricing, tells 
how to use the pricing tables and con- 
tains additional blank budget forms. 


Walter A. Hoffman, author and* 


compiler of the book, points out that 
only by properly budgeting his busi- 
ness may a merchant operate profit- 
ably, that profits or percentages 
should be worked out on the basis of 


sales only and explains the fallacy of 
figuring profits on the cost of a given 
item. 

There are charts for every round 
percentage from 1 per cent to 99 per 
cent, as well as charts for 33 1/3 per 
cent and 66 2/3 per cent. The tables 
embrace 201,495 possible cost values 
and an equal number of selling prices 
together with complete instructions 
for and examples of their use. 

$3.00 per copy, prepaid. Postage 
prepaid to all parts of the United 
States. Business Handbooks Service, 
551 Fifth Ave., New York City. 
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CONVENTION CALENDAR 


Week of Jan. 8, 1933 


NaTionaAL House FurNisHING MANUFACTURERS ASSOCIA- 
TION, sixth annual exhibit, Stevens Hotel, Chicago, IIl., Jan. 
8 to 14, 1933. Warren Edwards, secretary, 228 N. La Salle 
St., Chicago, IIl. 


Week of Jan. 15, 1933 


Kentucky Harpware & ImpLEMENT AsSOcIATION CoNn- 
VENTION AND EXHIBITION, Seelbach Hotel, Louisville, Jan. 17, 
18, 19, 1933. J. M. Stone, secretary-treasurer, Room 9, Seel- 
bach Hotel, Louisville, Ky. 

North Dakota Reta. HarpDWARE ASSOCIATION AND 
NortH Dakota ImpLeMeNT Deaters’ AssociATION JoINT 
CoNnvVENTION AND Exurpition, Municipal Auditorium, Fargo, 
N. D., Jan. 17, 18, 19, 1933. Implement Assn., secretary, R. 
A. Lathrop, Hope, N. D. Hardware Assn., secretary, C. N. 
Barnes, Grand Forks, N. D. 

West Vircinia Harpware Association ConventIoN, Hunt- 
ington, W. Va., Jan. 17, 18, 1933. Headquarters, Frederick 
Hotel. H. B. Clower, secretary, Box 127, Oak Hill, W. Va. 


WEsTERN Reta, IMPLEMENT AND HarpwareE ASSOCIATION 
44TH CoNnvENTION AND HarpwareE SHow, Kansas City, Mo., 
Jan. 17, 18, 19, 1933. Headquarters, Hotel Baltimore. Ses- 
sions, Ararat Temple. Hardware Show, Convention Hall. 
Hardware Show secretary, Louis K. Shouse, Kansas City, 
Mo. Association secretary, Herbert J. Hodge, Abilene, Kan. 

MounTAIN STATES HARDWARE AND IMPLEMENT ASSOCIATION 
ConvENTION, Cosmopolitan Hotel, Denver, Colo., Jan. 16, 17, 
18, 1933. John T. Bartlett, secretary, Boulder Colo. 

Texas HARDWARE AND IMPLEMENT ASSOCIATION CONVEN- 
TION AND Exuisit, Baker Hotel, Dallas, Texas, Jan. 17, 18, 
19, 1933. Dan Scoates, secretary, College Station, Texas. 


Week of Jan. 22, 1933 


Minnesota Retait HarpwARE CONVENTION AND EXxuIBI- 
TION, Municipal Auditorium, Minneapolis, Minn., Jan. 24, 
25, 26, 1933. C. J. Christopher, manager-treasurer, Nicollet 
at 24th St., Minneapolis, Minn. 

OKLAHOMA HARDWARE AND IMPLEMENT ASSOCIATION Con- 
VENTION AND EXHIBITION, Shrine Temple, Oklahoma City, 
Okla., Jan. 24, 25, 26, 1933. Chas. F. Nelson, secretary, 301 
Key Bldg., Oklahoma City, Okla. 

InpIANA RetarL Harpware AssociATION CONVENTION AND 
ExuHIBITIoN, Claypool Hotel, Indianapolis, Ind., Jan. 24, 25, 
26, 27, 1933. G. F. Sheely, managing director, 911 Meyer- 
Kiser Bank Bldg., Indianapolis, Ind. 


Week of Jan. 29, 1933 

NesprasKA Retait HarpWwARE ASSOCIATION CONVENTION 
AND ExuisiTIoNn, Lincoln, Jan. 31, Feb. 1, 2, 3, 1933. Sessions 
and Exhibition will be held in the Cornhusker Hotel. George 
H. Dietz, secretary, 414-419 Little Bldg., Lincoln, Neb. 

Ituinois Retamw. HarpwaAreE ASSOCIATION 36TH CONVEN- 
TION AND Exuisit, the Arsenal, Springfield, Jan. 31, Feb. 1, 
2, 3, 1933. Paul M. Mulliken, managing director, 1141 Mer- 
chandise Mart, Chicago, III. 

South Dakota Retam Harpware ASssocIATION CONVEN- 
TION, Coliseum, Sioux Falls, S. D., Jan. 31, Feb. 1, 2, 1933. 
C. J. Christopher, manager-treasurer, Nicollet at 24th St., 
Minneapolis, Minn. 


Week of Feb. 5, 1933 


New York State Retart Harpware Association 31st 
ANNUAL CONVENTION AND EXHIBITION, Syracuse, Feb. 7, 8, 
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9, 10, 1933. Sessions and Exhibition will be held in the 
Hotel Syracuse. John B. Foley, secretary-manager, 510 Hills 
Bldg., Syracuse, N. Y. 


Wisconsin Retart HARDWARE ASSOCIATION CONVENTION 
AND Exuisit, Auditorium, Milwaukee, Wis., Feb. 7, 8, 9, 10, 
1933. George W. Kornely, exhibit manager 3374 Green Bay 
Ave. Milwaukee., Wis. J. E. Garaghan, secretary, Stevens 
Point, Wis. 


Week of Feb. 12, 1933 


Iowa Retar, HARDWARE ASSOCIATION 35TH JUBILEE Con- 
VENTION AND HARDWARE SHow, Des Moines, Feb. 14, 15, 16, 
17, 1933. Merchandise exhibit will be held in the Coliseum 
and all sessions in the Venetian Ballroom of the Hotel 
Savery. Philip R. Jacobson, secretary, Mason City. 


Micuican Retam Harpware AssociaTION CONVENTION AND 
SHow, Civic Auditorium, Grand Rapids, Feb. 14, 15, 16, 17, 
1933. Harold W. Bervig, secretary and manager of Exhibits, 
1112 Capital Bank Tower, Lansing, Mich. 


PENNSYLVANIA AND ATLANTIC SEABOARD HarpWaArE Asso- 
CIATION, INc., 32ND CONVENTION AND EXHIBITION, Baltimore, 
Md., Feb. 13, 14, 15, 16, 17, 1933. Sessions: Lord Baltimore 
Hotel. Exhibit: Fifth Regiment Armory. W. Glenn Pearce, 
managing director, 610 Wesley Bldg., 17th and Arch Sts., 
Philadelphia, Pa. 

CALIFORNIA Retart HARDWARE & IMPLEMENT ASSOCIATION 
Convention, Hotel Whitcomb, San Francisco, Feb. 14, 15, 
16, 1933. LeRoy Smith, manager-treasurer, 417 Market St., 
San Francisco, Cal. 


Week of Feb. 19, 1933 


Onto HarpwarRE ASSOCIATION 39TH CONVENTION AND Ex- 
HIBIT, Toledo, Ohio, Feb. 21, 22, 23, 24, 1933. Sessions: Com- 
modore Perry Hotel. Exhibit: Exhibition Bldg. James B. 
Carson, secretary, 708 Winters Bank Bldg., Dayton, Ohio. 

Missournt Retam. HaRpwaRE ASSOCIATION CONVENTION: 
AND Exuisit, New Hotel Jefferson, St. Louis, Mo., Feb. 21, 
22, 23 1933. F. X. Becherer secretary, 5106 N. Broadway, 
St. Louis, Mo. 

VircintA Reta, HARDWARE AsSOcIATION CONVENTION, Roa- 
noke, Va., Patrick Henry Hotel, Feb. 22, 23, 24, 1933. Thos. B. 
Howell, secretary, 602 E. Broad St., Richmond, Va. 


Week of Feb. 26, 1933 


New Encianp Harpware DEALers -AssociATION 40TH Con- 
VENTION AND Exuipition, Mechanics Bldg., Boston, Mass., 
March 1, 2, 3, 1933. George A. Fiel, secretary, 140 Federal 
St., Boston, Mass. 


Weeks of May 1 and 8, 1933 


Toy MANUFACTURERS OF THE U. S. A., INc., Cutcaco Toy 
Fair, Stevens Hotel, May 1 to 13 inclusive. James L. Fri, 
managing director, 200 Fifth Ave., New York, N. Y. 


Week of June 11, 1933 


LoutstaNA RetTatL HARDWARE AND IMPLEMENT ASSOCIATION 
ConveENTION, Francis Hotel, Monroe, La., June 12, 13 and 14, 
1933. J. C. Ritchie, secretary, Box 532, Ruston, La. 


Mississippt Retau. HARDWARE AND IMPLEMENT ASSOCIA- 
TION, 27th Convention, Robert E. Lee Hotel, Jackson, Miss., 
June 12, 13 and 14, 1933. Guy Nason, secretary-treasurer, 
Starkville, Miss. 
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For Home Lovers— 


ELECTRICAL GIFTS 


For the woman who takes pride 
in her home, electrical gifts have 
a double appeal—convenience and 


beauty. 


When choice is made at 


(Store’s Name) you may be cer- 
is dependable ; 
yet prices are very moderate. 


tain the quality 


Toasters, at — to — 
Waffle Irons, — to — 


Irons, at — 


to — 


Percolators, — to — 
Juice extractors, — to — 


YOUR STORE NAME 
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Light Your 
Tree Safely 


Our Christmas 


tree 


lights are 


made according to approved elec- 
trical standards—safe in use, sure 
to give satisfaction. 


Set of 8 Mazda bulbs, composition 
sockets and green cotton covered 
wire are ——c. Extra Mazda 


bulbs are only 





Cc. 


Tree stands in several styles are 








to 


YOUR STORE NAME 




















HOW TO USE 


The illustrations, layouts and ads supplied with this service are especially 
planned to help every hardware store make its advertising more practical 
and effective by the liberal use of human interest illustrations. Copy is 
always supplied in so far as it is practical for use by all of our clients. 

The description and pricing of the items must necessarily be left to the in- 
dividual store in most cases. In writing the descriptions to give to your 
printer with the supplied ad layout, keep in mind that brief, to the point 
descriptions are the most effective. The style, size, colors, unusual features 
or special economies effected by the use of the item should be given. 
If greatly reduced, it is sometimes desirable to show former as well as 
reduced price. If any question arises concerning the use of these ads, write 
us. You'll find us willing to help you sell more hardware at all times. 


HOW TO ORDER CUTS 


If you have local stereotyping facilities, request the complete sets of mats 
of all the advertising illustrations on these two. pages, inclosing your check 
for $1.25. If you need mounted cuts order them by number given under each 
cut, listing the numbers in a column. Figure the charge of 35c. for each cut 
when less than ten cuts are ordered; when ordering ten cuts or more figure 
the charge at 30c. for each cut ordered. Inclose check with order, please— 
this saves bookkeeping of small amounts. 

Your local printer can furnish you with “Stock Cuts” for use with most of 
these ads; or can have an engraver make line cuts direct from these pages. 
You will also find it practical to obtain specific trade mark cuts featuring 
the actual brand and models of the merchandise you handle. Your jobber 
can help you get such cuts from the manufacturer whose lines you sell. 


Send all orders to 


HARDWARE AGE ADVERTISING SERVICE 
New York City 


239 W. 39th St. 





Here Are Useful Gifts ! 


The spirit of Christmas is best reflected in a gift that gives 
lasting service—and when it’s both attractive and useful, 
your gift is doubly sure to please. Here are a few sugges- 
tions from our store-wide collection at popular prices. 
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Rayon Shower Curtains 
—6 x feet. Water- 
repellant. Mildew 
proof, washable. Sev- 


Health Scales. Weigh Bird Cages—well made 
up to3001lbs. Enameled and roomy. Various 
finish, Composition shapes and colors, with 
covered platform. 7 substantial stands. 
horizontal dial, Priced from .. to... 


eral attractive patterns inch 
and colors, $.. to $... rim 





EE-7 


Vegetable bins, dura- 
bly made, and enam- 
eled in various attrac- 
tive colors are 


EE-8 EE-9 
Decorative plant stands 
make splendid gifts. everywhere—and a real 
Conventional and mod- protection in emergen- 
ernistic styles are cies. We have (num- 
_~ priced from neg different styles at 
D ces ee 


YOUR STORE NARE 


Flashlights—useful 
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Gift Advertising, Varied and Practical, 
for Your Final Christmas Promotions 
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May this day bring you 
the happiness of many 
friendships, sincere 
and true, expressed in 
cards and gifts that re- 
veal regard for you. 


YOUR STORE NAME 




















Always Needed ! 
CARD TABLES 
AND CHAIRS 








EE-11 


How many, many homes there 
are where a new card table—and 
chairs are needed? Where such 
durable good-looking ones as these 
will be most welcome! 

Strong wood frame, metal leg 
braces, artificial black leather 
cover, green or mahogany finish. 
Folding chairs of wood or metal 
with washable initial 
covers, —— 


YOUR STORE NAME 





leather _ 








What Lovely Gifts 
These Will Make! 





EE-12 


CHINAW ARE 


For quality, style, beauty choose 
(Store Name) china. Whether you 
wish a tea set of twenty-three 
pieces at —— or ——-; or a dinner 
set for eight or twelve at —— to 
—, you'll find superior quality, 
attractive patterns and very mod- 
erate prices here. 








EE-13 


LAMPS 


Lamps in splendid variety offer 
many suggestions for gift seek- 
ers. Table lamps, bridge lamps, 
floor lamps—parchment or silk 
shades. A collection that assures 
pleasing every preference — all 
very moderately priced. 





EE-14 


ALUMINUM WARE 


Gifts of durable aluminum wear, 
from a single piece to a complete 
set! And you need not look long 
to discover some need in every 
kitchen! 


(List several aluminum items 
with prices) 


YOUR STORE NAME 
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Inexpensively Priced 


—a few suggestions from 
the hundreds gathered 


here. 





EE-15 


ELECTRIC TRAINS 


Locomotive with headlight, Pull- 
man and observation car; 24 
inches long; 90 inch circular track 
in 8 pieces, at only $5.55. Other 
electric train sets up to $ \ 
Transformers, ; signals, ; 
crossing gates, switches, 
; track sections, 























EE -16 


VELOCIPEDES 


Ballebearing throughout—made of 
steel tubing, with truss fork. 
Rubber pedals. Rubber tires with 
auto tread. Strongly made in 
every respect, and finished in 
baked-on enamel. 14 inch, $——; 
16 inch, $——; 20 inch, $——. 





EE-17 


STEEL TOYS 


Made to stand the hardest sort of 
use; just the thing for younger 
boys. Steel dump truck, 24 
inches long, double disc steel 
wheels, enameled in contrasting 
colors, only 95c. 


(Describe other steel toys) 


YOUR STORE NAME 
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Hardware 


International 
Kadette Radio 


Operates from any 110 volt 
socket, D. C. or A. C., any cycle. 
List $25.00 with tubes and an- 
tenna. Bakelite cabinets, with 
recessed ornamental panels. 
Standard colors: black, walnut, 
mahogany. Pastel shade sets list 
$35.00. Carrying case, list $1.50 
extra. Measures 844” by 64” 
by 3%”. Weight about 5 lbs. net. 
Maker will recondition sets and 
return them postpaid for $1.00 
service fee at any time. Interna- 
tional Radio Corp., Ann Arbor. 
Mich. 





Frankfurth Christmas 
Suggestions Catalog 


Contains 110 pages of illus- 
trated descriptions of housefur- 
nishings, electrical appliances, 
sporting goods, wheel goods, 
scales, cutlery, etc., with many 
of the items shown in actual 
colors. Includes prices, dimen- 
sions, colors, weight, etc. Dealer 
displays shown for some of the 
items. Frankfurth Hardware Co., 
Milwaukee, Wis. 





Franklin Coal 
Saver Grate 


Which will burn buckwheat 
coal increases grate surface 
about 33 1/3%. Installed on 
present grate, in center of fire- 
box. The maker states that it in- 
creases supply of oxygen and 
prevents heat from being car- 
ried out through flue pipe. Said 
to supply proper draft to all 
sides of the fire box. Has no 


AA 





for Retail 














What's New 







New and Improved Merchandise— 
Display Helps—Sales Liter ature— 
Window Trims— New Packages 
—New Colors—New Deals— 


ee PRR eee ee 





















Stores 





moving parts. May be installed 
on any size or type of coal fired 
furnace or boiler without chang- 
ing grates or heating plant. Coal 
Saver grate No. 2 for fire boxes 
larger than 32 inches in dia- 
meter. Smaller grate will work 
in furnaces with fire box 14 
inches in diameter up to 32 
inches in diameter. List price, 
$9.85. Dealer discount 33 1/3%. 
Franklin Stove Mfg. Co., 38-40 
Clinton St., Newark, N. J. 





Arco-Petro Automatic 
Boiler for Oil or Gas 


Combines automatically con- 
trolled boiler and burner. Small 
1/12 h.p. motor driving rotary 
head assembly is only moving 





part. Oil burning unit uses No. 
3 fuel oil. Available with either 
gas pilot or electric ignition. 
Positive control over air gen- 


erated by burner’s operation in- | 


sures reliable operation of burner 


even under adverse conditions, 
says the makers. Inside of boiler 
accessible from each of the four 
sides, which are easily removed. 
May be utilized to supply year 
around hot water supply. Jointly 
produced by American Radiator 
Co., 40 W. 40th St., New York 
City, and Petroleum Heat & 
Power Co., Stamford, Conn. 








Serv-Ice Pail No. 3 


For serving and storing ice 
cubes. Has pebbled finish enam- 
eled ivory through green. Chro- 
mium plated handle. For use at 
the table. United States Stamp- 
ing Co., Moundsville, W. Va. 





Yale Self-Lubricating 
Latch Bolt 


Self-lubricating feature achieved 
by slotting latch bolt and insert- 
ing piece of oil-impregnated 
hardwood, as illustrated. This 
reduces friction of latch bolt 
against strike, and easy retrac- 
tion of bolt is thus obtained. 
The maker states that this new 
type Yale latch bolt has been 
subjected to severe tests to es- 
tablish efficiency and permanency 
of its frictionless operation. All 
Yale pin tumbler mortise cylin- 
der knob locks are now equipped 
with the self-lubricating latch 
bolt. The Yale & Towne Mfg. 
Co., Stamford, Conn. 





Westinghouse Christmas Display 


Material furnished dealers 
handling Westinghouse appli- 
ances, free with an order of $100 
worth of merchandise. Includes 


house monogram and tags nam- 
ing various appliances made by 
the company. Westinghouse 
Electric & Mfg. Co., Mansfield, 


Christmas “tree” with Westing- Ohio. 
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Union Hardware & Metal 
. Co. Toy and Gift Catalog 


Bound in atractive three-color 
Christmas cover, with front cover 
in two sections, an outer flap of 
three-quarter length, for decora- 
tive purposes and the inner flap 
giving the company’s name and 
address. Catalog contains 272 
illustrated pages giving dealer 
cost on toys, games, story books, 
giftwares, wheel goods, etc. and 
including brief descriptions. 
Decorative borders, in colors, 
add to attractive appearance. 
Holiday broadsides available to 
dealers at minimum cost. Deal- 
ers may obtain sample display of 
toys; toy and gift catalog for 
dealer’s customers and free mat 
and cut service. Union Hard- 
ware & Metal Co., 411 E. 1 St., 
Los Angeles, Calif. 





Wakefield Semi-Indirect 
Reflector Unit 


For domestic service, “What-A- 
Lite.” No. W-3 is of socket sus- 


pension type, requiring no wir- 
ing or installation, as unit service 
into any already available ceil- 
ing 


receptacle or suspended 





socket. Designed primarily for 
use with 200 watt lamp; though 
smaller sized lamps may be used 
with adapters as in similar units 
of the type. Measures 14 in. in 
diameter, attractively finished in 
matt aluminum, with 6 in. trans- 
lucent disc in bootom to give 
desired amount of direct illu- 
mination. The F. W. Wakefield 
Brass Co., Vermilion, Ohio. 





Sesamee Midget 
Keyless Padlock 


Measures two inches high, list 
$1.00, has hardened shackle, 
which the maker states will pos- 
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itively lock at both ends. Pol- 
ished nickel finish. Locked by 
pressing shackle into body. Un- 
locked by turning to combina- 
tion, pressing shackle down. Af- 
ter opening, one or more wheels 
should be turned to hide the 
combination used. This also 
prepares mechanism so ‘it will 
lock next time shackle is pressed 
down. Lever to one side permits 
changing of combination. <Avail- 
able with invisible combination 
change and with locks serially 
numbered, if desired. Dealer 
discount, one carton, one dozen 
or more, 35%. Six cartons, six 
dozen or more, 40%. The Sesa- 
mee Co., 476 Capitol Ave., Hart- 
ford, Conn. 





Bottoms-Up 
Cocktail Tumblers 


Packed in sets of four in an 
attractive display carton. Sug- 
gested retail selling price, $1.00 
per set. Eighteen four glass dis- 
play cartons packed to a ship- 
ping carton, making a total of 
72 glasses, minimum shipment. 
Dealer cost $12.00. Assorted col- 
ors: Skokie green, cream ivory, 
crystal satin finish. MeKee Glass 
Co., Jeannette, Pa. 





Silver Lake 
Cordage Catalog 


Illustrates cords, lines, rope of 
various kinds and types as well 
as “put-ups” offered by the com- 
pany. In addition to sketching 
the history of the company and 
its brands the booklet points out 
the quality of the products of- 
fered and indicates sizes, weights 
and packaging of various prod- 
ucts in the Silver Lake line. 
Some of the Silver Lake trade 
marks, labels, shipping cartons 
and packagings are shown in the 
booklet, including the Tubehank 
method of packing. The manu- 
facturer points out that any of 
the electros used in the catalog 
are available for advertising pur- 
poses. The catalog which con- 
tains twenty-seven pages of data 
relates to standard items only. 
The Silver Lake Co., Newton- 
ville, Mass. 


Universal Automatic 
Electric Egg Cooker 


No. E7931, chromium plated, 
420 watts, A.C. only, stands 644 
in. high overall. Universal unit 
entirely enclosed so that water 
cannot come in contact with it. 
When water has evaporated ther- 





mostat automatically shuts off 
current, a small bell giving signal 
that eggs are ready to serve. 
Rack for holding eggs may be 
lifted out of cooker. Landers, 
Frary & Clark, New Britain, 
Conn. 





Sherwood Adjustable 


Doll Size Roller Skates 
Of cold rolled steel with plated 
finish to prevent rust. Smooth 
edges. May be adjusted with 
bare hands, no key being neces- 
sary; range 2% in. to 3% in. 
overall length. Spring , produces 
immediate fit to doll shoe. Each 
packed in carton, attractively 
printed. Canastota Sherwood 
Stamping Corp., Canastota, N. Y. 





Perfo Fabric and 
Household Cleaner 


For cleaning auto upholstery, 
clothes and household fabrics; 
removes grease, oil, tar, paint, 
food stains. The maker states 
that it “absorbs the spots,” is 
harmless to even the most deli- 
cate fabrics and that it leaves no 
unpleasant odor, and will not 
burn. Suggested by the maker 
for cleaning gloves, shoes, win- 
dow glass, mirrors, typewriter 
keys, phonograph records and 
fabrics of all materials and col- 
ors. List 50c. half-pint, 80c. pint, 
$4 per gallon. Dealer discount 
40 per cent in case lots, 331/3 
per cent less than case lots. 
Packed in three case sizes; 24 
half-pints, 12 pints and 3 1-gal. 
containers. Perfo Products Co., 
Inc., 1755 Broadway, New York 
City. 





Osborn No. 1933 Varnish Brush Assortment 


Comprises twenty-four brushes, 
eight of each of three sizes, each 
2%” in length. Of pure Chinese 
bristle, vulcanized in rubber 
with nickeled ferrules. Handles 
lacquered in rippled black and 
white. Display box is in black 


and white. Each display box 
packed in corrugated container. 
Suggested retail selling prices 
and widths: 1”, 15c each; 1%”, 
20c each and 2”, 25c each. The 
Osborn Mfg. Co., Cleveland, 
Ohio. 
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Peters’ Ski Skates 


No. 601, 16 inches long, 2% 
inches wide, hard wood, steam 
bent; grooved bottom; fitted 
with metal plates and straps for 
holding toe and heel in place; 
adjustable. Finished in natural 
wood with red tips and foot 
plates. Each pair in individual 
carton. Weight per case of 12 
pairs, 15 lb. The maker states 
that a light snow is sufficient for 
their use. F. D. Peters & Co., 


Gloversville, N. Y. 





Real Phones 


Are two-way telephones for 
operation on standard dry cell 
batteries, French style phones. 
Signal buzzers concealed in base. 
For use in the home, from house 
to garage, for interoffice com- 
munication, etc. Complete ex- 


, 4 
MODERN TELEPHONE 


hae 
ds 4 


TALK AND MING ECECTIOCA: 


fam. 
) f. 


cept batteries, including buzzers, 
35 feet of wiring and instruc- 
tions. List, $5. In green, ivory, 
Chinese red and black. Quantity 
of batteries necessary varies with 
distance required. American Au- 
tomatic Electric Sales Co., 1033 
West Van Buren Street, Chicago, 
Ill. 


! 
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Brinkman Whirlpool, 
Baseball Games 


Whirlpool No. 750, played by 
shooting steel ball around a 
spiral race and making it go into 
one of the various holes. Scor- 
ing alleys have different values. 
Complete with four steel balls. 








Size, 14 x 10 x 3 inches. Ship- 
ping weight, 23 Ib. per dozen. 
Brinkman Baseball Game, No. 
760; a game of skill, following 
baseball rules. Ball is shot 
around diamond, game being 
scored on dials. Five dials, mark- 
ers to represent men on base. 
Complete with three balls and 
six markers. Size, 14 x 10 x 2 
inches; packed by the dozen; 
shipping weight, 23 lb. Whirlpool 
game, in three sizes, Nos. 740, 
745 and 750, listing at 25c., 50c. 
and $1, respectively. Baseball 
game, list, $1. The Brinkman 


Engineering Co., Dayton, Ohio. 





Arvin Fan-Forced 
Electric Heater 


Attaches to electric socket. 
Circulates heat, fan and heating 
unit being enclosed in attractive 
cabinet. Has switch in front of 
unit. Measures 13 inches high, 
weight less than 10 lb. Con- 
cealed carrying handle. Finished 
in green morocco baked enamel, 
with chromium plated grille. En- 
clused bottom with rubber feet. 
Six feet of extension cord. Op- 
erates on 110 to 125 volts, a. c., 
60 cycles. List, $6.95. Induction 
type motor. Noblitt-Sparks In- 
dustries, Inc., Columbus, Ind. 






Pedal Coaster 


May be used for coasting or 
operated under pedal power. 
Measures 30 inches long and 16 
inches wide, 10-inch rear wheels, 
8-inch front wheel. Solid rubber 
tires. Weight 24 lbs. Rigid steel 
frame, roller bearing wheels, 
pressed steel pedals with rubber 
foot pads. List price $7.50. 
Taylor Bros. Mfg. Co., 4460 Fin- 
ney Ave., St. Louis, Mo. 


Leyse Electric 
Dripmaster 
Coffee maker, of aluminum, 
has valve mechanism, said to per- 
mit water to flow freely when the 
temperature has dropped to ap- 












It 


proximately 205 deg. Fahr. Heat 
stored in special electric unit 
said to hold temperature of water 
above 185 deg. Fahr. while drip- 
ping. Highly polished, equipped 
with Chromalox heating unit of 
550 watts, for 110-115 volt op- 
eration, and appliance cord. Sug- 
gested retail selling price, $4.95. 
Leyse Aluminum Co., Kewaunee, 
Wis. 





Buss All Metal Lights 
Decorated model, 14-in. high; 
plain model, 12-in. high. Both 
have clamping, hanging, adjust- 
ing features. Decorated model, 
list $3.25; dealer cost, $2.17; 
statuary bronze or pastel green, 
with gold banding on base and 
shade. Plain model, list $2.35; 


dealer cost, $1.56; bronze or 
pastel green lacquer. Bussman 
Mfg. Co., University and Jeffer- 
son Streets, St. Louis, Mo. 





Fisher-Price 
Jointed Animals 

Chubby Chief, No. 110, pull 
toy, in colors, moves its legs and 
arms and rings bell as_ it 
moves. List, $1. Pushy-Piggy, 





ni 


No. 500; list, $1.25; push toy, 
gallops on hobby horse, squeal- 
ing every time horse’s head 
moves. In colors, with 18 inch 
handle. Bruno Bak-Up, No. 375, 
illustrated; wind up toy, pushes 
wheel barrow; in color; list, 
$1.75. Puppy Bak-Up, No. 365; 
wind up toy, has wagging tongue 
and flopping ears; list, $1.50. 
Fisher-Price Toys, Inc., East Au- 
rora, N. Y. 
Buddy “L” Robotoy 

With remote control which 
steers auto, causing it to go for- 
ward, back up, lift dump and go 
into neutral. Operator may 
cause the truck to make these 
changes in any sequence desired. 
Suggested retail selling price, 
$1250. Buddy “L” Mfg. Co., E. 
Moline, IIl. 








Shelton Chain Lock 


Listing at 75c., made of alu- 
minum casting and _ hardened 
chain. Antique brass finish. 
Packed two dozen to carton, 
weight 18 lb. per carton. When 
not in use the chain automatical- 
ly disappears within lock case. 
The Shelton Basket & Tool Co., 
Shelton, Conn. 
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KANSAS CITY DEALERS 
HAVE TURKEY DINNER 
More than one hundred fifty 
hardware men and their wives 
met Nov. 22 at the Ambassador 
Hotel, Kansas City, Mo. State 


Senator-elect Jerome M. Joffe 
gave a short address on the util- 
ity merchandising question. Mr. 
Jerome said, “Utility merchandis- 
ing is wrong not only for the 
retail dealers but for the people 
generally. Last year, in Greater 
Kansas City alone, according to 
the records, utilities took $2,000,- 
000 worth of business from retail 
dealers. This business, much of 
it, was done at a loss and put an 
undue burden on the users of 
current as a whole.” Mr. Joffe 
discussed efforts in the Missouri 
legislature toward prohibition of 
utilities from selling merchan- 
dise in that state. 

The meeting was the annual 
turkey dinner and dance of the 
club, with Frank Spink, Bunting 
Hardware Co., president of the 
club, presiding over the affair. 
Guests of honor were: J. D. Rey- 
nolds, Carthage, Mo., president, 
Western Retail Implement and 
Hardware Association, and Her- 
bert J. Hodge, secretary of the 
same association. Other mem- 
bers of the Western association 
were present as guests as well as 
members of the Kansas City Im- 
plement, Hardware & Tractor 
Club. 

Among the speakers were: J. 
F. Goodman, public relations 
man of the Western association; 
J. E. Woodmansee, treasurer and 
sales manager, Richards & Con- 
over Hardware Co.; and Messrs. 
Reynolds and Hodge. 





A. STEWART INJURED 
BY AN AUTOMOBILE 


Archie Stewart, president, 
Stewart & Bergen Co., Fort 
Plain, N. Y., was badly injured 
Nov. 


struck him as he was crossing 
the street in front of his store. 
Mr. Stewart suffered four broken 
ribs, a broken collar bone and 
severe bruises. He is said to be 
making satisfactory progress at 
the City Hospital in Amsterdam, 
N. Y. Mr. Stewart is a past 
president of the New York State 


22, when an automobile 


Retail Hardware Association and | 
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has been prominent in hardware 
association activities as well as 
in local affairs. 
SUNDVAHL A DIRECTOR 
OF ILLINOIS A.C. 
Richard A. Sundvahl, general | 
manager, Corbin Screw Corp., at 
Chicago, Ill., has been elected as 


a director, for three years, of the 
| 





R. A. SUNDVAHL 


Illinois Athletic Club. Mr. Sund- | 
vahl, who is secretary of the | 
Hardware Golf Association, was | 
also elected as a director of the | 


Otters’, Inter-Club Swimming 
Club, of the Illinois Athletic 
Club. 





SEEKS LINES FOR 
PHILIPPINE ISLANDS 
Chas. H. formerly 


in | 
charge of sales in the sy 9ge4 


Core, 


Islands for the trading firm of 
Dodge & Seymour, Ltd., 53 Park | 
Place, New York, N. Y., has af- 
filiated himself with Smith, Kirk- 
patrick & Co., Inc., 115 Broad St., | 
New York, N. Y. 

Mr. Core, who is now in New | 
York City, expects to return to 
the Philippines to establish an 
office in Manila as a representa- | 
tive of manufacturers of hard- | 
ware and kindred lines, and de- 
sires to negotiate with manufac- 
turers seeking active representa- 
tion in the Philippines. 











BUYS BUSINESS 
Roy Scheere has purchased the 
Carl McPrang Hardware Store 
in Stamford, Neb. Mr. McPrang 


had been in the hardware busi- 





| to 16. 
| David Lawrence, publisher, 
| United States Daily, Merle 


| Thorpe, editor, Nation’s Business, 


| Jones Co., Louisville, Ky.; gen- 
y 


| ronto, Canada; central zone, W. 


ness in Stamford for 32 years. 
Mr. Scheere had been in the hard- 
ware and implement business in 
that town for a number of years 
but his store was destroyed by 
fire early last spring. 





PAINT, OIL, VARNISH 
ASSOCIATIONS CONVENE | 


Cost accounting, budgetary | 
control and price cutting were 
among the subjects discussed at | 
the joint annual convention of 
the American Paint & Varnish 


Manufacturers Association and 
the National Paint, Oil & Var- 
nish The sessions 


were held at the Mayflower Ho- 
tel, Washington, D. C., Nov. 14 


Association. 


and E. J. Cornish, president, Na- 
tional Lead Co., discussed busi- 
ness conditions. P. H. Callahan, 
Louisville, Ky., and Representa- 
tive Andrew L. Somers, New | 
York, participated in the discus- 
sions, 

J. F. Kurfees, J. F. Kurfees 
Paint Co., Louisville, Ky., was 
elected president of the manu- 
facturers’ association. Other of- 
ficers elected were: vice-presi- 
dents, Horace S. Felton, Felton, 
Sibley & Co., Philadelphia, Pa., | 
and William C. Dabney, Dabney- 





eral manager and _ secretary. 
George V. Horgan, Washington, 
D. C.; treasurer, Charles J. Roh, | 
Murphy Varnish Co.,. Newark, 
N. J., and secretary emeritus, 
George B. Heckel, Philadelphia, 
Pa. 

Samuel R. Matlack, George D. | 
Wetherill & Co., Philadelphia. | 
Pa., was elected president of the | 
National Paint, Oil & Varnish | 
Association. The vice-presidents 
elected were: Canadian zone, W. 
W. Schoales, E. Harris Co., To- 


F. Marks, National Lead Co.., 
Milwaukee, Wis.; eastern zone, 
Frank Bownes, Frank Bownes | 
Co., Chelsea, Mass.; southern | 
zone, D. C. Burnham, and west- | 
ern zone, C. B. Woodruff, W. P. | 
Fuller & Co., San Francisco, 
Calif. Mr. Roh was elected as 
treasurer while Mr. Horgan wer 
elected as general manager. 


| been 


KEEFE TO RESIGN AS 
PRESIDENT OF AMERICAN 
STEEL & WIRE CO. 

John S. Keefe, connected since 
1889 with iron and steel interests 
now included in subsidiary com- 
panies of the United States Steel 


9 


40, 


Corp., and since December 
1927, president, American Steel 


| & Wire Co., Chicago, IIl., has re- 
| quested that he be relieved of 
| his duties on January 1, 1933, re- 


tiring under the corporation’s 
pension plan. Mr. Keefe entered 


| the employ of the Illinois Steel 


Co. in 1889 and continued with 
that company until 1899 as traffic 
manager, from which position he 
resigned to become general traf- 
fic manager of the American 
Steel & Wire Co. In 1901 he be- 
came vice-prsident of that com- 
pany and in 1927 succeeded Wil- 
liam P. Palmer as president. 

The Finance Committee of the 
United States Steel Corp. has 
recommended that Charles F. 
Blackmer, vice-president of the 
American Steel & Wire Co., be 
elected to succeed Mr. Keefe as 
president. Mr. Blackmer has 
with the wire company 
since 1898, successively as man- 
ager of various plants, general 
superintendent of wire mills and 
since April, 1930, as vice-presi- 
dent of the company in charge of 
operations. 


MANHATTAN AND BRONX 
ASSOCIATION MEETS 


Thirty members and guests at- 
tended tthe Nov. 22 meeting of 
the Hardware and Supply Deal- 
ers Association of Manhattan 
and Bronx Boroughs, New York 
City, at the Yorkville Chamber 
of Commerce headquarters. Presi- 
dent Jean Blair reviewed the 
state association program of the 
previous meeting. Uniform pric- 


ing and discounts were dis- 


| cussed. 


Secretary C. H. Tilson read 
the minutes of the previous meet- 


ing. The association decided to 
have no meeting during the 


month of December. 





SELLS INTEREST 


I. Iverson has sold his interest 
in the hardware store of Iverson 
& Spicola, Moose Lake, Minn., 
to his partner, James Spicola. 
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W. W. BRASIER OPENS 
SAN FRANCISCO OFFICE 


W. W. Brasier has announced 
that W. W. Brasier Co., manu- 
facturers’ representatives, of 409- 
10 Douglas Bldg., 257 S. Spring 
St., Los Angeles, Calif., has 





W. W. BRASIER 


opened a branch office at 318 
Traders Bldg., 417 Market St., 
San Francisco, Calif. The com- 
pany covers California, Arizona 
and Nevada. Lines now repre- 
sented are: The Yale & Towne 
Mfg. Co., Stamford, Conn., pad- 
locks, auxiliary and _ cabinet 
locks, door closers and key 
blanks; E. C. Atkins & Co., In- 
dianapolis, Ind., hand, cross-cut 
and wood saws, hack-saw frames 
and blades, files, grinding wheels 
and circular saws; The Fair- 
mount Tool & Forging Co., Cleve- 
land, Ohio, hardware and auto- 
motive tools, mechanics’ and mo- 
torists’ tools, and The Hartford 
Machine Screw Co., Hartford, 
Conn., cap screws and nuts, set 
screws and master socket sets. 
The Brasier company an- 
nounces it will assist wholesale 
distributors by contacting with 
retail dealers in its territory, and 
is equipped to furnish display 
and sales promotional material. 
In addition the company is con- 


tacting automotive, plumbing 
supply, electrical supply and 
butcher supply trades for its 
clients. 


Previous to forming his own 
organization Mr. Brasier had 
been with The Yale & Towne 
Mfg. Co. for many years. In 
1910 he went to the Pacific Coast 
as Yale sales representative. He 
became sales manager for the 
Yale & Towne Company in 1922. 
Chris. L. Johnson, who is affili- 
ated with the Brasier organiza- 
tion, has had considerable retail 
experience in the hardware field 
for the past 25 years. He was 
associated, at one time, with his 
brother in the management of the 
Union Hardware & Plumbing Co. 
in San Luis Obispo. 

Walter G. Ninneman, for the 
past few years covering Southern 
California as a wholesale repre- 
sentative, will cover that section 
as well as Arizona for the Brasier 
company. Miss O. Barndollar is 
secretary of the Los Angeles 
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branch, while Mrs. N. F. Beck- 
with, formerly with the E. C. At- 
kins & Co. branch at San Fran- 
cisco, is secretary of the San 
Francisco branch of the W. W. 
Brasier Co. 


WORTHINGTON CO. HOLD 
PURCHASING AGENTS 
“GOLF MEET” PARTY 


President A. J. Gaehr and H. 
H. Riddle, manager, mill supply 
department, of the Geo. Worth- 
ington Co., Cleveland, Ohio, 
wholesale hardware distributors, 
directed a “Golf Meet,” for cus- 
tomers and for members of the 
Cleveland Purchasing Agents As- 
sociation on November 17. There 
were more than 175 guests pres- 
ent during the tour of the build- 
ing, the tour being in the form 
of a “golf game.” Humorous 
score cards were distributed. 

At each “tee” were displays of 
material sold by the Worthing- 
ton organization, with a young 
lady from the compay’s staff to 
explain the various lines at each 
point. Gifts were distributed to 
guests, including golf bags, given 
by the wholesale house, and golf 
caps from a manufacturer. At 
the eighteenth “hole” a colored 
orchestra of three men from tlie 
warehouse furnished music. 
Light refreshments were served. 

Following the arrival of the 
last “foursome” the guests were 
taken to the Cleveland Hotel 
where a dinner was presented by 
the company. R. M. Gattshall. 
executive manager, Joint Mer- 
chandising Committee of the 
Mill Supply Business, Youngs- 
town, Ohio, addressed the diners. 
A souvenir spoon was given to 
each guest at the dinner. 





KIRSCH CO. 25 YEARS 
IN BUSINESS 


In commemoration of its twen- 
ty-fifth anniversary in business 
Kirsch Co., Sturgis, Mich., has 
issued an attractive book, entitled 
“Achievement—The Story of a 
Great Faith and Enterprise.” The 
book tells the story of the evolu- 
tion of the window and of the 
development of Kirsch drapery 
hardware. Illustrations show the 
changes throughout the centuries 
in the types of windows used. 

Sketching the business career 
of C. W. Kirsch the book points 
out that he made his first flat 
curtain rod in 1907, following the 
collapse of a tool company by 
which he was employed. Being 
unable to find a manufacturer 
for his product he started his 
own small plant from which the 
present large plant on a 9-acre 
tract has grown. The book tells 
of improvements in the plant and 
of refinements made from time 








to time on the company’s prod- 
uct, 

During the World War the 
company bought a tract of land 
and constructed 85 houses built 
to fit the tastes and needs of its 
employees. A power plant was 
built, the services of which were 
available during emergency to 
protect the community against 
fire and against burglary by in- 
suring adequate illumination at 
all times. The plant has a swim- 
ming pool, club room and other 
recreational facilities for em- 
ployee use. 


LINCOLN TO LEAVE 
HDW. TRADE JOURNAL 


Lewis A. Lincoln, editor, 
Hardware Trade Journal, Kansas 
City, Mo., has resigned from that 
position, as of the middle of 
January, 1933. Mr. Lincoln, who 
has served for many years as sec- 





L. A. LINCOLN 


retary-treasurer of the Kansas 
City Implement, Hardware and 
Tractor Club, is well known to 


the hardware and implement 
trade in Missouri and other 
states in that section of the 


country. He has at various times 
been on the staffs of the Jmple- 
ment & Tractor Trade Journal 
and the Implement & Hardware 
Journal and has written for 
daily newspapers, sporting goods 
papers and other trade publica- 
tions. He was at one time a 
teacher in a government school. 

Mr. Lincoln, who resides at 
2917 York Avenue, Kansas City, 
Mo., has not announced his plans 
for the future but hopes to re- 
main connected with the hard- 
ware and implement industries 
or the agricultural industry. 





HOLSMAN BUYS STORE 


B. D. Holsman, formerly with 
T. N. Webb, Guthrie Center, 
Iowa, hardware dealer, has pur- 
chased a hardware store in Dal- 
las Center, Iowa. 





OPENS BUSINESS 
Richard Bates has opened the 
Bates Hardware & Supply Co., 
Hammond, Ind. 





WESTINGHOUSE ELECTS 
TWO VICE-PRESIDENTS 


F. <A. Merrick, president, 
Westinghouse Electric & Mfg. 
Co., E. Pittsburgh, Pa., has an- 
nounced the election of C. E. 
Stephens as vice-president and 
of N. G. Symonds as vice-presi- 
dent in charge of sales. Mr. 
Stephens, formerly commercial 
vice-president with headquarters 
in New York City will remain 
there. He has been with the 
Westinghouse organization since 
1900. Most of his experience 
with the company has been in 
the manufacturing end. Before 
his election as commercial vice- 
president he had been eastern 
district manager for several 
years. 

Mr. Symonds was with the 
Westinghouse Machine Co. for 
several years and when the com- 
pany was absorbed in 1915 by 
Westinghouse Electric & Mfg. 
Co. he became manager of the 
power division of the Chicago 
office. Three years later he 
became manager of the indus- 
trial division in the same office 


and in 1921 was appointed 
Chicago district manager. He 
was elected commercial vice- 


president of the company in 
1930. 


HARDWARE SQUARE CLUB 
HEARS POLICE OFFICER 


Lieut. Joseph Mooney, New 
York City Police Narcotic Bu- 
reau, spoke on “Narcotics and 
Crime” at the November 15 
meeting of the Hardware Square 
Club No. 675, held at the Ma- 
sonic Temple, 71 W. 23rd St., 
New York City. The club’s next 
meeting, at the same address, 
will be in the form of a Christ- 
mas party. Officers for the com- 
ing year will be elected at the 
meeting which will be held Dec- 
ember 20. 


NORTH JERSEY DEALERS 
HOLD MEETING 


E. London, president, Royal 
Store Plan, outlined the methods 
of his organization for members 
and guests of the North Jersey 
Hardware and Supply Associa- 
tion meeting recently at Meyer’s 
Hotel, Hoboken, N. J. President 
J. J. Leonard, South River, N. J., 
conducted the meeting. 





OPENS NEW STORE 


The State Hardware Co., Inc., 
has opened business at 231 E. 
Broad Street, Westfield, N. J. H. 
L. Imler is president and general 
manager of the company. Mr. 
Imler has been in the hardware 
business for many years. 
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TOWNLEY IS PRESIDENT 
; OF KANSAS CITY CLUB 


Richard F. Townley, president, 
Townley Metal & Hardware Co., 
was elected president of the 
Kansas City Implement, Hard- 
ware & Tractor Club at the re- 
cent meeting held at the Hotel 
Muehlebach, Kansas City, Mo. 
Vice-presidents elected were: 
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R. F. TOWNLEY 


Frank N. Langham, manager 
Mineapolis-Moline Power Im- 
plement Co., and C. C. Chap- 
man, sales manager, Stowe Hard- 
ware & Supply Co. Lewis A. 
Lincoln, editor, Hardware Trade 
Journal, was reelected as sec- 
retary-treasurer. 

Members of the executive 
board of the club are: E. L. 
Biersmith, Columbian Steel Tank 
Co., chairman; W. S. Morrow, 
Harbison, Inc.; E. D. McGugin, 
John Deere Plow Co.; R. V. Is- 
ham, Sheffield Steel Corp., and 
J. D. Parsons, Butler Mfg. Co. 
The club has made plans for en- 
tertaining the Western Retail 
Implement & Hardware Associa- 
tion, when it meets in Kansas 
City for its annual convention in 
January, and will work in con- 
junction with the Kansas City 
Chamber of Commerce in giving 
a banquet. 





NESCO ANNOUNCES 
THREE CONTEST WINNERS 


Winners of the recent window 
display and general promotional 
plan contest sponsored by the 
National Enameling & Stamping 
Co., Milwaukee, Wis., have been 
announced by that company. The 
first award of $150 was given to 
Swank Hardware Co., Johns- 
town, Pa., while the second and 
third prizes of $100 and $50 
respectively were awarded to the 
Palm Beach Hardware Co., Palm 
Beach, Fla., and the Gross Hard- 
ware Co., Milwaukee, Wis. 

All dealers sending in photos 
of window displays of Nesco 
copper bearing galvanized ware 
received free an attractively col- 
ored Nesco Indian Head serving 
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tray. The sponsoring company 
issued dealers a prepared win- 
dow trim and three attractively 
colored window posters explain- 
ing the line being displayed. 
Dealers were not required to pur- 
chase any merchandise to enter 
the contest, nor were they asked 
to pay any entrance fee. 





SCHLOSSER IS PRESIDENT 
OF LECTROLITE CORP. 


Officers of the recently formed 
Lectrolite Corp., Defiance, Ohio, 
are: president and general man- 
ager, Harold L. Schlosser; vice- 
president and treasurer, J. C. 
Markey, and secretary, J. W. 
Davies. The Lectrolite Corp. was 
formed by the merger of Mil- 
waukee Tool & Forge Co., S. 
Milwaukee, Wis.; Saturn Elec- 
tric Water Heater Corp., Bryan, 
Ohio; Defiance Stamping Co., 
Defiance, Ohio, and Pressed 
Products Co., Napoleon, Ohio. 
Only the Defiance, Ohio, plant 
will be continued by the com- 
pany. 

Lines to be manufactured in- 
clude electric water heaters, a 
complete line of mechanic’s tools, 
a general line of stampings, 
screw mechine products and pole 
line hardware. 





MOODY REPRESENTATIVE 
FOR HENRY & ALLEN 


A. G. Moody, 65 Walnut 
Street, Shrewsbury, Mass., is now 
representing Henry & Allen, Au- 
burn, N. Y., in the New England 
states. He will handle the Henry 
& Allen line of implement repair 
parts and farm supplies and will 
call on implement dealers and on 
small-town hardware stores. Mr. 
Moody is well known in the New 
England territory and had been 
previously employed by the In- 
ternational Harvester Co. for 
fourteen years and the Massey- 
Harris Co. for four years as 
blockman. 





WAREHOUSE BURNS 


The warehouse of the Van 
Hoogenhuyze Hardware Co., 
Blue Star Street, San Antonio, 
Tex., was badly damaged in a 
recent fire. Most of the stock 
was damaged or destroyed. 





OPEN NEW STORE 


The People’s Hardware Co., 
Walterboro, S. C., has opened a 
branch store in Bamberg, S. C. 
Gerald J. Westcoat, of Walter- 
boro, manages the store. 





BONFIG IS GRUNOW 
CORP. SALES MANAGER 


William C. Grunow, president, 
Grunow Corp., Chicago, IIl., 
electric refrigerator manufactur- 
ers, has announced appointment 
of Henry C. Bonfig as sales man- 





ager. Until the appointment of 
Mr. Bonfig, Duane Wanamaker, 
advertising director of the corpo- 
ration, was also in charge of the 
sales department. 

Mr. Bonfig had previously 
been general manager of a large 
wholesale house as well as its 
sales manager. 





ROGERS IS VALENTINE 
& CO. VICE PRESIDENT 


Russell Rogers, Detroit, Mich., 
has been elected as vice-presi- 
dent of Valentine & Co., New 
York City, varnish and color 
manufacturers. Mr. Rogers has 





RUSSELL ROGERS 


been associated with the com- 
for eight years during which 
time he has been in charge of 
Nitro-Cellulose development and 
research. He has long been ac- 
tively associated with the Nitro- 
Cellulose Lacquer industry, par- 
ticularly in its application to the 
automotive field, having been in- 
terested in such development 
since its original inception. 

He will remain at the Detroit 
office in charge of Nitro-Cellulose 
sales and research. , 





STEWART CORP. BUYS 
DETROIT KEY MACHINE 


F. W. Stewart, president, F. 
W. Stewart Mfg. Corp., 512 W. 
Huron Street, Chicago, IIl., has 
announced that his company has 
bought out the Detroit Key Ma- 
chine Co., Detroit, Mich. The 
key machine company’s plant has 
been moved to Chicago. The 
Stewart organization manufac- 
tures tools, equipment and 
speedometer parts. 





HARMON & DIXON AGENTS 
FOR BALTIMORE TOOL 


J. F. Hakes, president and 
treasurer, Baltimore Tool Works, 
Inc., Baltimore, Md., has an- 
nounced that Harmon & Dixon, 
42 Murray Street, New York 
City, have been appointed as its 
representatives in New York, 
New Jersey and the New Eng- 
land states. 





PROMOTION BUREAU 
ISSUES REPORT 


Business valued at more than 
47 million dollars was reported 
by United States exporters to the 
Bureau of Foreign and Domestic 
Commerce, Washington, D. C., as 
direct results of the trade promo- 
tional activities of that organiza- 
tion, according to Director Fred- 
erick M. Fieker, in his annual 
report. 

The Bureau annually requests 
from firms and _ associations 
served by it the dollars-and-cents 
value of trade promotional serv- 
ice rendered. The total number 
of services rendered for the fiscal 
year 1932 was more than 3% 
million, and the “dollars-and- 
cents” results of 47 million dol- 
lars represent the reports of less 
than 10 per cent of the answers 
to inquiries by the bureau. 

These services cover thousands 
of inquiries each week on com- 
modities, problems of commer- 
cial law, international finance 
and investment, foreign construc- 
tion, foreign tariffs, etc. The 
money value placed on _ these 
services is based on actual com- 
mercial transactions, and repre- 
sents only a very small percent- 
age of the total queries handled 
by the bureau. Firms reporting 
to the bureau are found in prac- 
tically every state and section of 
the country, and gains reported 
by individual firms range from 
very small sums to transactions 
involving in excess of a million 
dollars. 

The report points out that by 
working through trade organiza- 
tions the bureau is able to ren- 
der greatly needed help to those 
smaller manufacturers and dis- 
tributors who cannot themselves 
have the benefit of their own re- 
search organizations. 

During the year the bureau 
made a study of hardware dis- 
tribution in the Gulf Southwest, 
published a bulletin on General 
Consumer Market Statistics, giv- 
ing for each county in the coun- 
try a series of market indicators 
and engaged in other activities 
of benefit to industries in general 
and for particular industries in 
various sections. Domestic com- 
merce publications issued by the 
bureau have had greatly in- 
creased sales this year. 





MORSE HAS COMPLETE 
STOCK IN CHICAGO 


The Morse Twist Drill & Ma- 
chine Co., New Bedford, Mass., 
has announced that a complete 
stock of high-speed and carbon 
drills, reamers, taps, dies and 
milling cutters at 570 W. Ran- 
dolph Street, Chicago, Ill. This 
stock supplements the Morse 
company’s distributor’s stocks in 
Chicago and the middle west. 
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OPENS BRANCH STORE 


G. A. Wittker has announced 
that the Wittker Hardware & 
Contractors Supply Co., 2346 N. 
Market Street, St. Louis, Mo., 
has opened a branch store at 
4343 Shreve Avenue, St. Louis. 
The new branch, which is 
equipped with modern fixtures, 
will be operated in addition to 
the main store, which was estab- 
lished fifty years ago. Henry J. 
Eimer, for twenty-five years a 
retail hardware store manager, is 
in charge of the branch store. 





GAFFNEY, DISTRICT 
MANAGER FOR PARKER 


James A. Gaffney has opened 
an office at 157 Chambers Street, 
New York City, as district man- 
ager for the Parker Wire Goods 
Co., Worcester, Mass. Mr. Gaff- 
ney is also handling sales on 
wire cup and glass racks for the 
Safe Stack Rack Division of the 
company, from the New York 
district office. 





CHANGE FIRM NAME 


A. B. Pickens, an employee of 
Crow & Crow, Decatur, Ala., 
hardware dealers for the past 
thirteen years has become a 
member of the firm. The firm 
name is being changed to Crow 
& Crow Hardware Co., with Mr. 
Pickens, J. H. and Mason Crow 
as partners in the firm. 


COMPANY EXPANDS 


The hardware firm of Ward & 
Killebrew, which has been in 
business in Willows, Cal., has 
purchased the stock of the Ellis 
J. Levy Co. in the same town, 
and is now located in the former 
Levy store. 


ACQUIRES BUSINESS 


R. W. Dolsen has purchased 
the business of Vaughan Hard- 
ware, Cashmere, Wash., the store 
having been reopened. The new 
store will be called Cashmere 
Hardware. Mr. Dolsen also pur- 
chased Gray Hardware, Omak, 
Wash., which he sold out to- 
gether with old stock from the 
former Vaughan store. 





BUYS CULDESAC STORE 

E. A. Wyman has purchased 
the stock of the Culdesac Hard- 
ware & Implement Co., Culdesac, 
Idaho, from Homer Newman. 





BRIDGE HARDWARE 
WINDOW IS ROBBED 


Recently burglars smashed the 
large plate glass display window 
of Bridge Hardware, Bellefon- 
taine, Ohio, and escaped with ap- 
proximately $800 worth of fire- 
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arms. 
of the store, says the loot in- 
cluded eighteen or twenty shot- 
guns, two second-hand automatic 
pistols, a revolver and a hand 
gun with a 14-inch barrel. Other 
arms in the windows were left 
undisturbed. 





AMERICAN SCREW CO. 
MOVES CHICAGO OFFICE 

William C. Nelson, western 
sales agent, American Screw Co., 
Providence, R. I., has announced 


T. G. Bridge, proprietor | 








that the company’s Chicago, IIl., 
office has been moved from 225 
W. Randolph Street to 219 W. 
Randolph Street. 





R. H. GARRISON JOINS 
MARBLE-CARD ELECTRIC 


R. H. Garrison, former general 
sales manager, Universal Motor 
Co., Oshkosh, Wis., has joined 
the Marble-Card Electric Co., 
Gladstone, Mich., manufacturers 
of electrical machinery, as vice- 
president in charge of merchan- 
dise. Mr. Garrison announces 
that the company has retooled 
for larger production. 





REMODELS STORE 


The recently incorporated 
O’Neal’s Paint & Hardware Co.. 
Commerce, Tex., has reopened | 
its store, which has been remod.- | 
eled and redecorated. 








QUAKER CITY RUBBER | 


MERGES WITH FOUR 
OTHER MANUFACTURERS 


H. R. Shellenberger, president 
and general sales manager, 
Quaker City Rubber Co., Phila- 
delphia, Pa., has announced that 
his company has become af- 
filiated with: Master Tire & Rub- 
ber Corp., Akron, Ohio; Falls 
Rubber Co., of Akron, Inc., Ak- 
ron, Ohio; The Giant Tire & 
Rubber Co., Findlay, Ohio, and 
The Cooper Corp., Findlay, Ohio. 

The affiliation will combine 
the manufacturing facilities, 
executive ability, sales experi- 
ence and technical knowledge of 
the five organizations, placing 
each one in a stronger position 
for producing and distributing. 
Each company will retain its in- 
dividuality, especially in the dis- 
tribution of its products. Mr. 
Shellenberger states that close 
cooperation in the production 
end will result in many ad- 
vantages in the manufacturing of 
automobile tires, inner tubes, 
auto accessories and mechanical 
tubber goods of all kinds. Mr. 
Shellenberger continues as presi- 
dent and general sales manager 





of the Quaker City Rubber Co. 








LOUIS D. JORDAN 


Louis D. Jordan, 62, well 
known gunmaker and organizer 
of Maxim Munitions Corp., died 
in New Haven, Conn., of pneu- 
monia on Nov. 24. One of his 
guns won a bronze medal at the 
World Fair, Chicago, Ill, in 
1893. For years he was head of 
gun construction at the Marlin 
Arms Co., New Haven, and for 
two years was superintendent of 
the Westinghouse company’s 
arms plant in that city. During 
the war his company provided, 
in its three factories, a large and 
varied output of arms and am- 
munition for the allies. 





J. A. COUCH 


Junius A. Couch, 59, 
president and manager of the 
furniture department of Fones 
Bros. Hardware Ce., Little Rock, 
Ark., wholesale distributors, was 
found dead in the offices of the 
company. It is believed that he 
committed suicide in a moment of 
despondency, as a pistel was 
found by his side. Mr. Couch, 
who had lived in Little Rock for 
the past sixteen years, was for- 
merly president of the Little 
Rock Furniture Mfg. Co. and of 
the McCoy-Couch Furniture Mfg. 
Co. 
pany in 1921, 


vice- 


MIRIAM MYERS 


Miriam Myers, 21, daughter of 
Guy C. Myers, vice-president, F. 
E. Myers & Bro. Co., Ashland, 
Ohio, was killed recently in an 
automobile accident. Her car 
crashed into a power line pole. 
While climbing out of the car 
she,came in contact with a live 
power wire and was _ instantly 
killed, 


FRANCIS G. HATHAWAY 


Francis Gilbert Hathaway, 
for. more than twenty-two years 
a member of the sales force of 
The Carborundum Co., Niagara 
Falls, N. Y., died Nov. 15 after a 
long illness, at his home in Wal- 
liston, Mass. After sales experi- 
ence in the retail field he joined 
the Carborundum organization in 
1910. For ten years he called on 
the hardware trade in the Boston 
territory. 

In 1920 he was appointed as 
sales representative of the abras- 
ive paper and cloth division of 
the Carborundum company, spe- 
cializing on the boot and shoe 
industry. He was well known in 
the hardware field and was ac- 
tive in fraternal organizations. 





He joined the Fones com- 
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H. HOFFERKAMP 


Harry Hofferkamp, 59, of Hof- 
ferkamp Bros. Hardware, Spring- 
field, Ill., for the past 29 years, 
died November 24 at his home in 
that city. He was at one time 
treasurer of the city. His brother, 
Edward, of the hardware firm, 
survives. 


E. M. ROBERTS 


Eldoras M. Roberts, 80, who 
was one of the founders of 
Chase, Roberts & Co., Long Is- 
land City, N. Y., varnish manu- 
facturers, died recently following 
an illness of several months 
caused by a heart ailment. For 
forty years he was president and 
treasurer of the company, which 
is now operated under another 
firm name. 





W. C. LEAVITT 
William C. Leavitt, 78, Nor- 
way, Me., hardware dealer, died 
recently at his home in that town. 
Mr. Leavitt conducted business 
in Norway since 1885. 





MAX WEINSTEIN 


~ Max Weinstein, a partner in 
the Harrison Hardware & House- 
furnishing Co., Portchester, N. 
Y., died November 24, following 
an operation for appendicitis. 





ROBERT KNITTLE 


Robert Knittle, Port Carbon, 
Pa., hardware dealer died recent- 
ly, following an illness of several 
years. Mr. Knittle, who opened 
his store in Port Carbon in 1917, 
was at one time a member of the 
Wyoming State legislature. 


MILTON A. CHANDLER 


Milton Augustus Chandler, 89, 
senior member, Chandler & Bar- 
ber Co., Boston, Mass., hardware 
wholesalers and retailers, died 
December 2 at his home in New- 
ton Centre, Mass. Mr. Chandler, 
who was born in Monmouth, Me., 
had been in the hardware busi- 
ness in Boston, Mass., since 1870, 
having been a member of the firm 
of Gardner & Chandler from 
1870 to 1887 and a member of 
Chandler & Barber Co. since that 
time. 

Two nephews survive, John 
Howard Chandler, J. H. Chan- 
dler & Son, Newton Centre, 
Mass., and Alvah P. Chandler, 
Chandler & Barber Co. 








SEABURY S. GOULD 
Seabury S. Gould, 44, vice- 
president and secretary, Goulds 
Pumps, Inc., Seneca Falls, N. Y., 
died of pneumonia at his home 
November 26 after an illness of 
ten days. 
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SONS OF CALIFORNIA WIN NATIONAL 
JUNIOR TITLE WITH PALMA MATCH 





Pasadena Junior College R. O. T. C. Rifle Team 


Left to Right (front): Capt. Kenneth Wilkes, Corp. Clarence Townsend, 
Standing: Col. G. H. White and Staff 


California has always been noted for its crack rifle shots, 
and the young men in the photograph are carrying on the 
tradition. They are members of the Pasadena Junior Col- 
lege R.O.T.C. rifle team which recently captured the Na- 
tional Junior Championship at Chicago in the William 
Randolph Hearst rifle contest. Five hundred teams took 
part in the matches, and the boys from Pasadena made the 
brilliant score of 975 x 1000. 

It gives us great pleasure to congratulate’ the winners, 
and we must admit that our enthusiasm over their per- 
formance is not lessened by the fact that they all shot 
Remington Palma Match ammunition. All five members of 


Lieut. Charles Hewins, Lieut. William Hibbard and Corp. Marshall Rust. 
Sergt. William B. Moran, their coach. 


made the second high individual score of the match, 198 x 
200. 

Fine marksmanship, and Remington Kleanbore or Palma 
Match go together with such regularity that we would be 
modest indeed if we failed to point out the connection— 
Remington ammunition. Remington Palma or Kleanbore 
cartridges hold practically every small-bore shooting record, 
and Remington metallics hold every world’s record for rifle 
shooting from 100 to 1200 yards. 

Your jobber will supply Kleanbore in all sizes, and 
Palma Match Long Rifle .22’s. 
substitu- 





A ow 22k, 


President 


Don’t submit to 


the team made possibles (perfect scores) in the prone and 
tion. 


sitting positions, and one member, Mr. William Hibbard, 


REMINGTON ARMS COMPANY, Inc., BRIDGEPORT, CONNECTICUT 


Manufacturers of Arms, Ammunition and Cutlery—Originators of Kleanbore Ammunition 


© 1932 R. A. Co. 


The Greatest Value Ever Offered—The Remington Standard American Dollar Pocket Knife 
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in Pliers 


KLEINS 


OOD workmen demand 
good tools—your cus- 
tomers appreciate 

quality in pliers--that’s why 
they demand Kleins. Klein 
Pliers have been the stand- 
ard with master workmen 
and public utilities ‘‘since 
1857,”’ and are made in a 
wide variety of sizes and 
styles to meet every require- 
ment. Check over your 
stock of Kleins with your 
jobber and be prepared to 
fill the needs of your cus- 
tomers who want the best. 


Buy From Your Jobber 


comes WG LTE EN cena 


3200 BELMONT AVE., CHICAGO 
oe Ae RN 
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Voluntary Chain (Continued from page 21) 


Third, he needs advertising to 
extend his sales floor; advertising 
which is the result of careful 
study, of planning, and which is 
arranged only after observation 
of what the chains and catalogue 
houses are doing. 

By thus extending his sales 
floor it is the only possible way 
in which he can match the work 
of his strongest competition who 
send out catalogues and mailing 
pieces regularly and frequently. 

For years and years the Cata- 
logue Houses and Chain Stores 
have stressed the MASS BUYING 
ARGUMENT, until they have 
moulded the mind of the average 
consumer into the belief that they 
can always sell cheaper. 

As a member of a voluntary 
chain it is possible to match this 
argument and take advantage of 
the idea which they have sold the 
consumer. The Voluntary Chain 
pools the purchases of members, 
thus also creating MASS BUY- 
ING POWER and making it pos- 
sible to give the public a valid 
reason as to why they can expect 
big values. 

Fourth, the retailer needs a 
plan which takes into considera- 
tion attractive, first quality mer- 
chandise, and features new items. 


—and Price 


Lastly, our independent mer- 
chant needs PRICE. I have 
placed price last because without 
the foregoing assets in his equip- 
ment he would not get sufficient 
store traffic to do any volume of 
business, with competition as it is 
today. 

I have observed the work of the 
Hardware Association and am 
greatly in favor of their efforts. 
There are some things, however, 
which the Association cannot do. 
They cannot furnish merchandise 
which is picked to meet all com- 
petition and still return a fair 
profit to the retailer. 

They cannot furnish advertis- 
ing and displays which tie in 
directly with the selling program. 

They cannot furnish a mer- 
chandiser salesman who contacts 
the stores of members frequently 
to. go over.their common problems 
and see that the selling program 
is carried out completely, just as 
the supervisors of chains see that 
their plan is carried through to a 


finish. 


In this article Mr. Langton is in accord with 
the HARDWARE AGE PLATFORM, particularly 
Plank No. 3 which states: “Im most cases, co- 
existing whol hinery, if all factors ob- 
served rigidly the conditions required in a 
operative groups could work successfully with 
cooperative group.” 








—The Editors. 





a greater consumer demand? 


source of consumer demands. 


Atlantic City Convention. 


Build for Permanent Buying Power 


What we need most is rehabilitation and 
strengthening of our present position. 
pose we do not have as much business for a time 
and do not make as much money as we would 
like to, can we not so aid in the economic re- 
construction of things in géneral, that in the 
final analysis we will have paved the way for 
In our hurried 
everyday life we are liable to overlook the great 
Surely there is 
plenty of room for the sale of merchandise. 
There is plenty of desire and need for it, but 
the possibility of satisfactory distribution of merchandise without 
employment for the masses, is almost as impossible as to suppose 
that love and poverty live happily under the same roof. 

——F. E. PHARR, Buhrman-Pharr Hardware 


Co., Texarkana, Ark., and president Southern 
Hardware Jobbers Association, to the 1932 


Sup- 





F. E. Pharr 
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THIS HARDWARE STORE SELLS CANARIES 


IVE hundred canaries sold 
Pe assis an hour and a half 

is the record made by the 
Mort Hardware and Supply Co. 
at the opening of their new store 
in Upper Darby, Pa. 

This store has established a 
unique feature for a hardware 
store knuwn as the Mort Pet Shop. 
The shop is located in a corner 
of the basement of the store 
which is devoted largely to house 
furnishings and appliances, paints 
and radios. A rustic booth has 
been constructed for the pet shop 
which specializes in canaries, 
other birds and goldfish. The 
store occupies space which last 
year was rented to a miniature 
golf course which was decorated 
with cedar boughs and strips 
marking the fairways and form- 
ing rustic bridges and arbors. 
When the store moved in, this 
material was purchased and used 
to advantage in making a rustic 
booth for the pet shop. The va- 
rious birds are kept in wire cages 
on the shelves and when sold are 
delivered to customers in small 
wooden crates. Canaries range 
from $3.00 up depending upon 
their singing ability, love birds 
are $8.90 a pair, blue tanagers 
$12.50. Canaries are by far the 
biggest sellers. Goldfish have 
sold rather slowly. The pet shop 
has also helped the sale of bird 
cages and stands which are lo- 
cated on the floor close by. Dur- 
ing the opening day, 130 stands 


and cages were sold as a special! 
at $2.39. 

The Mort Supply Co. has oper- 
ated a hardware and plumbing 
business in Philadelphia for 
many years. During November 
of last year a new store was 
opened in Upper Darby, just out- 
side the city limits. The store is 
near the terminal of the elevated 
and interurban lines which has 
developed into an important su- 
burban trading section. The store 
handles a complete line of hard- 
ware, tools, plumbing equipment, 
bathroom fixtures, builders sup- 
plies and paints. A special fea- 
ture is made of housefurnishings 
which occupy a large part of the 
space in a large basement. 

The opening sale coming at 
the start of the holiday season at- 
tracted 22,000 visitors to the 
store on the first day it was open. 
Newspaper advertising in the 
Philadelphia evening papers, 
handbills and posters were used 
to advertise the sale. Among the 
specials sold were 375 brooms at 
17 cents each, 1000 dozen goblets 
at 3 cents each and 100 cases of 
toilet tissue. On account of its 
strategic location in a trading 
center with ample parking places 
the store is making a strong bid 
for the women’s trade which 
normally might go to the Phila- 
delphia department stores. 

The pet shop has proved one 
way of attracting women to the 
store. 








Beware of Bogus Subscription Salesmen! 


Martin A. Schuette, hardware merchant of Amboy, IIl., was victimized by 
a man who falsely represented himself as a subscription agent for HARD- 
WARE AGE. This man is reported as a fast talker, and promises all kinds 
of extras in connection with a year’s subscription to this publication. 

All hardware men are here warned not to give cash to anyone for subscrip- 
tions to HARDWARE AGE unless convincing credentials are presented. All 
representatives of this publication have ample evidence of their affiliation 
and will be able to establish their identities to your satisfaction. 


—The Publishers. 
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Look for 
This Card 
in Every Roll! 


Insist on Genuine 
U.S. Poultry Fenee!t 


Woven like Farm Fence 
Stretches without bagging 
Needs no top-rail, no baseboard 
Costs less erected 

Easier to handle and sell 

Made by American workmen 
Sold only through regular trade 


U. S. POULTRY FENCE, the original. 
modern, straight-line netting, alone meets 
every demand of experienced buyers. Its 
superior construction....its ease oi 
handling .... its perfect stretching. . 
and, its economy .... make it first choice 
for every purpose. 


Thousands of dealers today stock and 
sell U. S. POULTRY FENCE exclusively. 
It enables them to confine their efforts to 
one ljne—a line that builds repeat busi 
ness. It attracts new trade.... and dis- 
courages price competition. 


Insist upon genuine U. S. POULTRY 
FENCE when you order netting! You 
can identify it readily by the attractive 
blue and yellow card in every roll. 

Indiana Steel & Wire Co. 

Muneie, Indiana 
Makers also of 
IMPERIAL Farm, Poultry, Lawn Fence. 
Trellis, Flower Border, Steel Posts, Gates. 


(U.S. Poultry Fence i 


The — That Stand: 
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Use This 
Handy Guide 


The 


complete 


story of every 
padlock—at 
your finger 





“PTHE handiest, most valuable counter- 
guide on padlocks ever published”. 
That’s what thousands of padlock 
dealers are saying about Master’s new 
32-page illustrated ‘Price List”, issued 
just recently. Check now to be sure 
you received your free copy. See that 
it was saved. Write us for extra copies 


when you need them. 


Gets New Business 


The Master ‘Price List” is a veritable 
storehouse of quick-reference informa- 
tion that can be turned into new busi- 
ness for you. Every padlock, bicycle 
lock, hasp, hasplock and key blank is 
illustrated and described in detail. As 
shown by the typical page above, greatly 
reduced, each item and every obtainable 
variation are priced in plain type, both 
wholesale and retail—270 of these easy- 
to-find prices in all. You would never 
dream that any line of padlocks so 
thoroughly meets every ordinary and 


special requirement. 


MASTER LOCK CO. 
World’s Largest Exclusive Manufacturers 


Milwaukee, Wis., U.S. A. 
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adlocks 


The only Genuine laminated case 
it’s Patented: 











fiscal year ending June 30, 1933, are 
$3,647,623,000. Of this, $1,136,000,000, 
or nearly one-third, is service on the 
national debt. This sum is relatively 
fixed. Very little if any cut can be 
made in this third. 

When the floating debt already in the 
neighborhood of $6,000,000,000, is 
funded, and there is urgent need for 
funding, the rate of interest will be 
higher on long-term bonds than on the 
present short-terms and a sinking fund 
will have to be set up. This will add 


The Mounting National Debt 


(Continued from page 36) 






upward of 200 millions to ordinary ex- 
penditures, and at a time when economy 
is the need of the hour. 

The national debt is not an inex- 
haustible fountain of spending-money. 
Complacency about the mounting na- 
tional debt is shortsighted. The time 
has come to stop Government borrow- 
ing, to stop justifying further borrow- 
ing by all kinds of specious excuses. 
The era of Federal borrowing to meet 
all kinds of social exigencies is just 
about over. 





“Life-saving Cautions” For Hunters 


oe of the opening of sev- 
eral hunting seasons and with 
others to open shortly, some 7,000,- 
000 hunters will go afield in pur- 
suit of their favorite game, the Amer- 
ican Game Association issues a list of 
“Life-saving Cautions.” 

“Hundreds of people are killed or 
wounded each _ year, principally 
through their own carelessness. 
Many hunters kill or wound them- 
selves in the pursuit of game,” the 
association points out. 

Common among the causes of fa- 
tality and injury are: Pulling guns 
through fences; guns knocked down 
by dogs; uncased loaded guns in au- 
tomobiles; accidental firing of guns 
through bottoms of boats, the hunters 
drowning with the sinking boat; ac- 
cidental stopping-up of, the barrels 
with dirt; leaving obstructions in bar- 
rels—cleaning rags, rods and the 
like; carelessness in handling guns by 
letting them explode with barrel ends 
under water; shooting at movement 
without seeing clearly; and firing at 
game without looking beyond it in 
the line of fire. 

Don’t carry your gun put together 
in automobiles, wagons, etc; it’s the 
“unloaded” gun here that shoots, too! 
Many states have laws against carry- 
ing uncased guns in automobiles. 

Don’t shoot your gun, after put- 
ting it together, until you have 
looked through the barrel or barrels 
and find it clear. 

Don’t pull guns through fences; 
carry them over the fence with you, 
keeping -the muzzle pointed away 
from yourself and others. If a 





breech loader, open it before cross- 
ing. 

Don’t set your loaded gun against 
a tree or leave it lying on the ground 
if you have dogs about when you 
stop to rest; they may knock it down 
or step on it. 

Don’t lay your loaded gun down 
in the bottom of a boat; picking it 
up sometimes causes it accidentally to 
discharge and shoot the bottom out. 

Don’t shoot your gun after falling, 
climbing a bank, or walking over 
newly plowed ground until you have 
examined the barrel and find it clear. 

Don’t let your gun muzzle point to- 
ward water for, if the gun is fired 
with muzzle under water, it will ex- 
plode in most cases. 

Don’t shoot at movement—it may 
be a man, cew, or other livestock. 
Besides, every sportsman not only 
wants to see his game, but hit it in a 
vital spot. 

Don’t shoot at game until after you 
have assured yourself that no other 
living creature, house, barn, or other 
such property is in the line of fire. 

—The Hercules Mixer. 





Moore Dealer Helps 


Illustrate and describe Moore coal and 
gas heaters and gas ranges. Illustrations 
in actual colors show ornamentation, grain, 
etc. Specifications are included as well as 
data on determination of proper size of 
Moore’s heaters for various sizes of rooms. 
Features and construction of stoves and 
ranges are fully described and adequately 
illustrated in the circular matter issued. 
One circular compares the original Moore’s 
air-tight heater and the ones manufactured 
at the present time by the company. The 
Moore Corp., Joliet, Til. 
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ECONOMY _ 


Dietz Economy Floodlight 


we HERE is a new profit for you in low cost Dietz 


Economy Floodlights. Display them for Holiday illumina- 
tion of home exteriors and shrubbery, and for year round 
use in lighting garage entrances, driveways, gardens, etc. 
In addition to home use they are needed by business es- 
tablishments and parking places, for contractors’ night 
repair work, and to light roadside stands and sign boards. 
They are lamps of a hundred uses. 


Stock a few of these Floodlights. Get them from your 
Jobber. Put one in your show window to light the display 
there. When closing at night, face it toward the street. 
It will attract attention to your store. 


R. E. DIETZ COMPANY 


NEW YORK 


Makers of Lanterns for the World—Founded 
1840. Output Distributed Through the Job- 
bing Trade Only. We Do Not Sell Mail Order 


Houses and Chain Stores. 
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RED BRAND offers 
biggest fence 
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9 selling advantages 
America’s most widely used 
‘“independent”’ brand of fence 


Red Brand is widely advertised. But advertising alone can- 
not account for a success so overwhelming. The fence itself 
has made good. That’s the real story. In at least five im- 
portant ways, it offers exceptional selling advantages. 
Galv not merely galvanized 

Galvannealing is an extra process, protected by 12 U.S. 
patents. Great heat-treating ovens, at 1250° fahrenheit, 
fuse the heavier zinc coating right into Red Brand wire. 
It isnot just ‘‘laid on’’ the wire. Galvannealing, plus 20 to 
30 points copper in the steel, assure your Red Brand cus- 
tomers an outstanding fence value. (11) 


Write for interesting Catalog, descriptive of Red Brand Hog, 
Field and Poultry Fence, and other Red Brand Wire and 
Fencing Products. Also for attractive dealer proposition. 


Keystone Steel & Wire Co., 811 Industrial St., Peoria, III. 


RED BRAND 
FENCE 


Galvannealed—Copper Bearing 


lod 
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A REGULAR FEATURE 
OF HARDWARE AGE 





i 
How’s me Hardware Business? 


Mr. James interprets for 
ware men, such basic 
factors as, crop outlook, 
freight car loadings, circu- 
lation of money, building 
progress, employment, etc. 
He also deals with specific 
price trends, demand for 
merchandise, shortages 
and future outlook as re- 
flected by his study of the 
national hardware market 
situation. 











Dec. 6, 1932. 


OVEMBER has closed with a 
N picture of marked contrast be- 

tween the persistently fair retail 
buying, on the one hand, of family and 
individual needs and of bargains—and 
the equally persistent sluggishness of 
major industry. Customer traffic in the 
department steres and in smaller essen- 
tial retail units keeps up rather briskly. 
By dint of bargain sales, advertising 
display, and hustle, it seems that most 
well-located stores selling small mer- 
chandise necessities are making a “go” 
of it this fall. 

Pre-Thanksgiving hardware sales 
were generally better than expected, 
even in dollar totals. Wintry weather 
has started needed purchasing in vari- 
ous lines. Christmas selling of toys, and 
of chiefly practical gifts, is swinging 
into full seasonal volume. Many stores 
report early holiday buying better than 
last year, largely because this season, 
as never before, dealers have reduced 
their retail prices in line with today’s 
record-low costs. 

Federal Reserve summaries for Octo- 
ber, for the North Central states, were 
typical in showing the relatively good 
position of hardware lines in the vol- 
ume of retail distribution for October 
as compared with September. With the 
exception of the wholesale hardware 
and electrical supply trade, where im- 
provement took place in sales over Sep- 
tember, declines for the month were re- 
corded in the wholesale distribution of 
groceries, drugs, dry goods and shoes. 


Essential Lines Stand Out 


Actually, while store sales are lower 
as measured in dollars, because of 
lower prices, the recession in demand 
for consumption goods—things that are 
used or worn out rapidly—has been 
comparatively slight. It seems serious 


enough to those industries affected, but 
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by STEWART JAMES 


only because they do not realize the 
much greater decline elsewhere. The 
slump, unfortunately, still holds on 
what Col. Ayres calls “durable goods.” 
in houses, in railroads, in the metals, 
lumber, locomotives, freight cars, and 
automobiles. It is unfortunate, and per- 
haps significant, that a lot of these “dur- 
able goods” are among the commodities 
against which heavy taxation has been 
an almost complete barrier ic demand. 

Recent surveys by the trade reviews 
find that the gains in general business 
activity, reported during the past few 
months, have been partly maintained. 
Current progress is somewhat slower, 
although more widely distributed. The 
forthcoming distribution by banks 
throughout the country of some $400,- 
000,000 in Christmas club savings is be- 
ing counted upon to give a marked im- 
petus to the movement of retail lines, 
as it is estimated that fully 40 per cent 
of the funds will be thrown into imme- 
diate buying. 


Stocks Are Kept Low 


Wholesalers are receiving many rush 
orders, to fill up broken retail stocks, 
or to supply dilatory or timid buyers 
with seasonal requirements. The sup- 
ply of manufactured goods has de- 
creased steadily during last year and 
this denotes that most stocks in the 
hands of dealers and jobbers and on the 
shelves of merchants are smaller than 
normal. 

A sharp contrast is furnished by the 
supply of raw materials, which has been 
permitted to accumulate as a result of 
the cessation of manufacturing. until 
warehouse stocks of basic materials, ac- 
cording to data compiled by the United 
States Department of Commerce, are 
larger than when the depression began. 


Liquidation Completed? 
Bradstreet reports a new 1930-32 low 
for business insolvencies, and recalls 
that the downward trend had continued 
for fifteen weeks, which is hailed as evi- 
dence that business liquidation seemed 
substantially completed. Larger com- 
panies, better able to stand the strain 
than smaller organizations, are now 
showing fewer casualties. Failures in 
the week ended November 17th totaled 
408, or seven under the previous week. 


This drop was contrary to the usual 
trend at this season, so the Bradstreet 
index fell to 84.8 per cent of the 1928- 
30 average from 96.9 a week ago. It 
is now the lowest since December 24, 
1929—the first instance where any in- 
dex on the recovery side has established 
contact with the great boom year. Dur- 
ing tke last four reported weeks, 98 
banks have closed their doors compared 
with 191 in the same period of the pre- 
ceding year. 

Bankers are showing more readiness 
in the making of loans, according to 
Federal Reserve data, covering as of 
November 23d leading banks all over 
the United States. There was a sub- 
stantial increase in loans and discounts 
—the place where the confidence of 
bankers themselves registers—at the 
same time that net deposits failed to 
continue the upward trend which caused 
so much encouragement during October. 


Steel Prices Little Changed 


Confirming a hopeful sentiment over 
the outlook, producers of finished steel 
are unusually early in announcing first 
quarter prices. Sheet prices have been 
reaffirmed with the exception of black 
annealed, advanced two dollars per 
ton. Hot and cold rolled strip and bolt, 
nut and rivet quotations have been ex- 
tended and wire prices are expected to 
also continue on the present basis. 

Establishment of a $4.25 base price, 
f.o.b. Pittsburgh, for tin plate, a reduc- 
tion of 50 cents, marks the first lowering 
of the level since October 2, 1931, and 
the lowest mark since the $3.60 base 
of 1915. The belief prevails that this 
move will result in the releasing of a 
considerable volume of business which 
has been held back because of the pros- 
pect of lower prices. Tin plate manu- 
facturers have maintained a surprisingly 
high rate of operations during the de- 
pression, a much better showing than 
by other divisions of the steel indus- 
try. 

Additional moderate automotive buy- 
ing is still the mainstay of steel produc- 
tion. The anticipated increase in rail- 
way steel buying has failed to .material- 
ize, partly ascribed to an unwillingness 
to make commitments until the pend- 
ing wage question is settled, and partly 
to the fact that railroad executives are 
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(TRADE MARK) 
STERILIZED 


UPHOLSTER TACKS 


MADE BY moRE.M 
HOLLAND mro.co- BAT 








UPHOLSTERERS demand “San-i-tacks” 


because they are completely sterilized and eliminate any 
possibility of infection. If you are a distributor of Uphol- 
ster Tacks, you owe it to your customers to furnish 
“San-i-ttacks.” A trial order will convince you and will 
please them. 


HOLLAND MFG. CO., Baltimore, Md. 








Still Siamerted; Still 
Advertised, Still Gaining 


More than fair weather sailors, ARM- 
STRONG WRENCHES are still out after 
business; are still advertising, still adding 
new buyers and dealers. More than this, 
while other lines are vanishing, losing 
their identity or adopting a policy of “rest- 
ing out the depression” and letting 
their dealers and jobbers shift for 
themselves, ARMSTRONG 
WRENCHES are continuing to 
advance—an improved steel, im- 
proved designs and new types of 
wrenches have been developed 
this year. 


For over 40 years, thru good times, 
thru bad,, ARMSTRONG Lines 
have held up quality, held to pol- 
icy, have protected prices and 
profits. This is why old timers 
speak truly when they say, “You 
will never get stuck on an ARM- 
STRONG Line.” 


Write for Catalog B-27 
ARMSTRONG BROS. TOOL CO. 


“The Tool Holder People” 
314 N. Francisco Ave., CHICAGO, U.S. A. 














There's Always a 
READY MARKET 


for 
HOUSE FURNISHINGS 


Housefurnishings judi- 
ciously merchandised 
Carry a neat profit. This 
steady income acts as a bal- 
ance for seasonable items. 
Furthermore, Housefur- 
nishings play a large part 
in inducing women to pat- 
ronise the neighborhood 
hardware store instead of 
department stores. 


Read the editorial and 
advertising pages of Hard- 
ware Age and keep posted 
on this line. 


Hardware Age 


239 W. 39th St. N. Y. GC. 
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SELL 


THE BLADES 
MECHANICS 


KNOW 


ARE GOOD 





STAR HACK SAWS 


CLEMSON BROS.,INC., MIDDLETOWN, N. Y. 














frankly disappointed over the smallness 
of the recent 7 per cent reduction in 
rail prices. 


Freight Traffic Gains 


Railroad freight traffic in the United 
States increased 38,758 cars to a total 
of 575,851 during the November 19th 
week, the first gain in mid-November 
since 1925. As a result traffic came 
closer to equaling the 1931 volume than 
in any other week this year. Coal and 
coke scored sensational gains. Coal 
cars were 24,302 ahead of the preced- 
ing week and 21,209 cars ahead of a 
year ago. Coke loadings were up 865 
and 119 cars respectively. Less-than- 
carload merchandise totaled 1342 cars 
gain. Miscellaneous freight was up 
4670 cars; livestock, up 2670; grain and 
its products, up 4563 cars. 

While a portion of the week’s increase 
was post-koliday recovery, a large part 
reflects improved business. At this time 
last year car loadings dropped 5 per 
cent. The average decrease from 1926 
through 1930 has been 6 per cent. 
Early reports indicated the recession in 
freight traffic always normal during 
Thanksgiving week was less than is 
usual at this time. 


Commodities Little Changed 


The bureau of labor wholesale com- 
modity price index during the week 
ended November 19th advanced to 
64.2 from 64.0 a week ago, though tke 
Annalist index for the same week -was 
0.7 point to 88.1, compared with 1913 
as 100. The chief losses were in the 
grains and in cotton. Textiles gener- 
ally trailed cotton prices downward. 
Beef and veal prices were lower, and 
“dead and tin also showed losses. Other- 
wise any changes about balanced each 
other, the agricultural products in par- 
ticular showing no decided trend. 

The wholesale food index for Novem- 
ber 22d compiled by Bradstreet’s kas 
advanced 2 cents, its third successive 
weekly gain. The index (at $1.73) re- 
traced much of the ground lost dur- 
ing September and October. It now 
stands six cents below its September 
6th high and 12 cents above the June 
14th low. 


Employment Gains Slightly 


The U. S. Bureau of Labor survey of 
seventeen major industrial groups shows 
an increase of 1.1 per cent in employ- 
ment and 3.8 per cent in payrolls in 
October over September. The New 
Jersey state commissioner of labor re- 
ports employment in New Jersey in- 
creased 4 per cent and pay rolls 1.2 per 
cent during October over September. 

Jobs increased in Illinois for the third 
consecutive month, according to figures 
from the division of statistics of the 
Illinois Department of Labor. Increases 
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were 1.2 per cent in employment and 1.3 
per cent in total payrolls from Septem- 
ber to October. Four Illinois manufac- 
turing groups—wood products, oils and 
paints, printing and paper and textiles 
—increased both in employment and 
payrolls. 

The Philadelphia Federal Reserve 
Bank employment report showed a 14 
per cent increase in employees in tke 
anthracite coal industry for October 
over September, and wage increases of 
42 per cent. This gain is progressing, 
for the U. S. Bureau of Mines reports 
production of bituminous coal in the 
week ended November 19th as 7,700,000 
tons, compared with 7,058,000 in the 
same 1931 week. Anthracite output was 
1,080,000 against 905,000 tons a year 
ago. 

The cotton spinning industry during 
October operated at 97 per cent of ca- 
pacity on a single shift basis, the cen- 
sus bureau reported recently. This 
figure compared with 94.6 per cent for 
September and 84.9 per cent for Octo- 
ber, 1931. 

Electric power production in the 
United States rose about 11 million kilo- 
watt hours last week to a total of 1531 
million, while the decline from a year 
ago was only 71% per cent. 


Building Small But Steady 


Contracts awarded for new construc- 
tion in the States east of the Rocky 
Mountains during the period from No- 
vember Ist through November 15th to- 
taled $50,990,000, according to F. W. 
Dodge, nearly up to the corresponding 
October period volume of $54,339,000. 
October construction totals in the 37 
eastern States aggregates 107 million 
dollars contrasted with 127 millions for 
September and 242 millions for Octo- 
ber, 1931. 

Readjustments are beginning to put 
building in a better position to go ahead 
than was the case a year ago. The cost 
of construction materials after a long 
decline appears to be becoming stabil- 
ized, according to the Federal Reserve 
indexes. Wages have been lowered sub- 
stantially, but do not yet appear to be 
settled enough to encourage new proj- 
ects, even when sufficient demand shall 
arise in the better course of general 
business. A nation-wide survey of va- 
cancies in 1919 large residential build- 
ings in 44 cities shows a 23.76 vacancy 
percentage on October Ist, compared 
with 18.34 one year previous. 


Toys Show Activity 


Tke American Flyer Manufacturing 
Company, large producers of toy trains, 
have recently been featured in press 
notes for exceptional activity, with their 
plant at Chicago operating day and 
night with a 500-name payroll. Orders 
already booked assure capacity opera- 


tions until Christmas. This company’s 
1932 business is expected to exceed last 
year in physical volume, but will fall 
below 1931 in dollar volume due to re- 
duced selling prices. 

The survey just completed by the toy 
trade group indicates this year’s toy 
sales will total about $200,000,000, or 
only 15 per cent below last year’s level. 


Price Changes and Demand 


Following the mark-up of about a 
year ago, bright wire goods (hooks and 
eyes) have again bee nadvanced ten per 
cent by all makers. 

Turner “glass cloth” kas just been re- 
duced by the manufacturer to a rate, 
by the roll, of 18 cents per square yard 
—ten per cent under the last quota- 
tion, and two tens under the price of 
the 1931 season. A reduced price of 
25 cents to the consumer is being ad- 
vertised and recommended to the trade. 
All the types of glass substitutes are in 
season, and those at popular prices are 
selling more freely than last year. 

Provision men say that home killing 
of hogs and sheep is on a larger scale 
than for many years as prices of live 
stock are so low that farmers prefer 
to do their own slaughtering and put 
up the meat. This is affecting the trade 
of packers, but should be of correspond- 
ing interest to the hardware man with 
butcher’s cutlery, choppers, pressure 
cookers and canning supplies in his 
stock. 

Quotations are down about ten per 
cent both on marine oakum and on the 
cheaper plumbers’ oakum. A small ad- 
vance kas been made by manufacturers 
of range boilers. Plumbing depart- 
ments mention a better and growing 
demand for radiator covers and _ shields. 
The utility and economy of these devices 
are becoming better known, and prices, 
reduced about twenty per cent from 
1931, are more tempting to houskeepers. 
Soldering coppers are selling at slightly 
higher prices, as jobbers’ contracts run 
out. 

Tool sales, except for home use, are 
quiet, but the featuring of tools as gifts 
is helping the volume on such items as 
hammers, scout axes, pliers, hand drills, 
ratchet drivers and push-pull rules. 
Some of the major tool lines, notably 
twist drills and Stillson pattern 
wrenches, are suffering from price weak- 
ness through small maker competition, 
although prices are generally steady 
among the larger producers. 

Popular-priced table-silverware is in- 
creasing strongly in relative sales, as 
kardware retailers follow the syndicate 
store methods of simplified selection, at- 
tractive display, and low pricing. The 
bargain offers of the chain stores can be 
met nowadays with good margin for the 
hardware man. Display material and 
selling helps are available to dealers. 
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Meet Your Trade’s Need! 


SELL... 
SD F niatiens 


Your customers know of STEWART 
FENCES. Let them know that YOU 
can sell them. 





Make your store a Stewart Fence 
outlet in your vicinity. Tie up with 
our national advertising by offering 
your trade a quality line of Stewart 


i Iron and Chain Link Fences and 
CHAIN LINK WIRE FENCE Gates 























eae Send for free sales literature and 
ii ial li Hn OTHER STEWART PRODUCTS 
Arches for Gateways Partitions (Wire Mesh) 


window card. 
iit til il 


ENTRANCE GATES Folding Gates Window Guards 
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The STEWART IRON WORKS COMPANY, Inc. 
814 Stewart Block Cincinnati, Ohio 
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DISTINCTION 





cae 
ae 

Guests at the William Penn enjoy the pres- 
~ tige of a good address. a a a From coast 
ae to coast it is known as a hotel of distinc- 
Be. tion, possessing an atmosphere appreci- 
ated by experienced travelers. Yet 
rates are reasonable. a a a William 
Penn Restaurants serve only the high- 
est quality of food at moderate prices. 






ROOM and BATH 
Sr 
3 Lye) HOTEL 


WILLIAam Penn 


PITTSBURGH 


1600 ROOMS...1600 BATHS 


DECEMBER 8, 1932 











~~-(CHICAGO)— 
SPRING HINGES 


(A Type For Every Requirement) 


‘‘Triplex’’ 
Spring Hinges 
For 
Lavatory Doors 


When marble is cut for 
the hinges of lavatory 
doors there is always the 
risk of breaking or de- 
Type 2242 facing it. 





This danger and expense is avoided when 
“TRIPLEX” Lavatory Spring Hinges are used. 

The Adjustable Clamp Flanges in these hinges 
offer a protection against variations in the thick- 
ness of the marble partitions. 


Send for Catalogue No. H 47 
Chiragn Spring Binge Company 


CHICAGO NEW YORK 
U.S.A. 











Arcade Fish and Frog Spears 
are now finished in a bright 
green enamel which add$ con- 
siderably to their sales appeal. 


Made of the finest spring steel 
with hand forged points .. . 
barbs of special design to af- 
ford a firm hold without de- 
structive tearing or cutting of 
flesh. 

Write for literature today. 
Your jobber will quote prices 
and supply you. 








FISH ano FROG 


SPEARS ma 





ARCADE MANUFACTURING CO. 
FREEPORT, ILLINOIS 


ARCADE 
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For many years the chain 
stores have successfully mer- 
chandised small items of hard- 
ware on cards complete with 
screws. They found this presen- 
tation encouraged sales and 
saved selling time on the 5 and 
10 cent purchase which must be 
handled with a minimum of ex- 
pense. Displayed on open tables, 
carded hardware items complete 
with screws were said to sell 
themselves. 


To meet the demand of the 
retail hardware dealer for the 
same selling facilities on these 
basic hardware lines, The Stan- 
ley Works, New Britain, Conn., 
now offers about fifty separate 
standard _ hardware _ items 
mounted on yellow display cards 
with screws attached. Among the 
Stanley carded hardware items 
are corner irons, corner braces, 
mending plates, hinge hasps, 


light strap and tee hinges, light 
narrow butts, ornamental hinges, 














ie . as Siti 


Stanley’s Carded Hardware Line Complete with Screws 


hasps, handles, sash lifts, screen 
door catches, pulls, screen hang- 
ers, door buttons, barrel bolts 
and screen door hinges. 

A representative group of 
these lines is shown in the 
cut below. As indicated under 
each sample suggested retail 
prices are 5, 10 and 15 cents 
each according to the item and 
size. 

These cards of hardware are 
easily and attractively displayed 
on open top display tables. The 
items are quickly salable. Com- 
plete with screws they should 
sell themselves on sight in much 
greater volume than could be ex- 
pected were they in shelf boxes 
waiting for customer’s demand. 

The cards are yellow in color, 
with the name of the article 
printed in bold black type. The 
class number and signature are 
also shown as a guide to the 
dealer in re-ordering. 

An ingenious method of at- 





taching the screws to the card 
has been devised. A rib is folded 
into the card through which the 
screws are pierced. The rib 
holds the screw tight in place 
and permits them to lie flat with 
the goods with no danger from 
protruding points, and permit- 
ting easy wrapping of the card. 

Steel hardware which is sub- 
ject to handling while on display 
must be well protected against 
tarnish or rust. For this reason 
each item of carded goods has 
a protective coating of cadmium, 
brass or japan. The _ brassed 
hardware is first brass electro 
plated with an additional coat- 
ing of sprayed brass, providing a 
much more durable finish to re- 
sist stains from handling than 
mere lacquered electro plate. 

Catalog pages describing the 
complete line of Stanley carded 
items are available from the 
manufacturer. 
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Weed Chain Window 
Display Poster 


No. DH-752 in three pieces, 
lithographed in colors. Acts as 
a reminder to car-owners to buy 
now and prepare for winter driv- 
ing. Package containing poster 
also has: price list hanger, win- 
dow streamers, lapel button, 
steering wheel tags and com- 
plete catalog of the Weed Chain 
line. American Chain Co., Inc., 
Bridgeport, Conn. 








RCA Victor Offers 
Three New Models 


R-71, eight tube superhetero- 
dyne table model, list $56.50, 
stands slightly over 18 in. high, 
utilizes triple grid super control, 
pentode, triode Radiotrons and 6 
in. cone speaker. Chassis and 
condenser mounted on_ rubber. 
R-72, console, list $69.50, has 
same chassis as R-71, but with 
an improved 8 in. cone speaker, 
mounted in walnut finished. cabi- 
net. R-74, table model illus- 
trated, has new “B” power am- 
plification. Stands less than 2 
feet. List, $69.50. Metal parts 
cadmium plated, cabinets highly 
finished on inside, shielded tubes, 
coils and chassis. Rubber cush- 
ioned chassis. Automatic volume 
control, new tone control system. 
RCA Victor Co., Inc., 155 East 
Twenty-fourth Street, New York 
City. 





Rome Chromium Lined 
Copper Kitchenware 


Illustration shows 2 quart 
sauce pot and cover, with brass 
handles throughout. Other items 
in the line include baking 
dishes, double boilers, sauce pans 
with covers, skillets, French fry- 
ers, cooking or preserving ket- 
tles, etc. Each item singly 
packed in corrugated containers. 
Sales unit, 44 dozen. Rome Mfg. 
Co., Rome, N. Y. 
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SURE TRADE WINNERS 


Star Heel Plates on cards are sure trade winners— 
standard for over 25 years. No better heel plates— 
no better way of displaying them to insure quick 
sales. In ordering ask for our No. 54 Assortment, 
(here illustrated). 


Each card holds 3 pairs, | pair each of Numbers 2, 
3 and 4, the best selling sizes. One dozen cards to 
the bundle. Also in bulk (9 sizes). Star Heel 
Plates are sold by Leading Jobbers. Ask your Jobber 
to supply ycu. Send for Samples and Prices. 


¥%& STAR HEEL PLATE CO. %& 
357-391 Wilson Ave. Newark, N. J. 




















“We Wouldn’t Think of Using Anything Else” 
Says Report Coming from Users of 





Arkansas hickory equals excellent 



































handles. 
Excellent handles equal repeat sales. 
sax, Soldering & Tinning Flux Repeat sales equal more profit. 
iM The old favorite for 25 years. It’s 
. favored because of its superior But do you know any that equals 
fluxing qualities, non-corrosive fea- js iy 
comewnen tures, and it’s free from objection- Sallee’s Hickory Handles? 
SOLDERING 0» TINNING able fumes. It makes cleaner, 
m  ecageed — ee — 
FLU ow available in orms—liquid— {| 
jas Lux ner Solder. a ee ros. 
— ti end for free samples. 
a b ; “From treadmill to 'ickory Handle Manufacturers 
rn yj The Ruby Chemical Co. modern plant pro- Pp h A 
58 McDowell St. 4S duction” oca ontas, rk. a 














Columbus, Ohio 

















SHIELD BRAND DRILLS 














To completely satisfy your customers, ask your willie for COLUMBIAN 
Tape-Marked. You can tell it by the Tape-Marker in all sizes and 
the red, white and blue surface markers in °4 inch diameter and larger. 


Columbian Rope Company, Auburn, “The Cordage City”, N.Y. THE STAN DARD [0 OL Co. 


New York CLEVELAND, Chicago 
































Gun Cleaning Packs for Christmas Gifts 


Hardware Dealers who display HOPPE’S GUN CLEANING PACKS 
find them fast sellers. Every gunner wants one. 

Contains, Bottle HOPPE’S No. 9, which prevents rust and removes 
leading, metal fouling and powder residue from gun bores; Can 
HOPPE’S LUBRICATING OIL, very penetrating and will not gum; 
Tube, HOPPE’S GUN GREASE, for emergency cleaning of fire arms, 
Cleaning Patches and Gun Cleaning Guide. 

Order today from your Jobber and reap the holiday profits. 

Write us for a supply of Gun Cleaning Guides to give to your 
customers. 


FRANK A. HOPPE, Ine. 


2314-H North Eighth Street Philadelphia, Pa. 
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Statement of 


IRWIN POLICY 


I, The Irwin Auger Bit Company since 1885 has sold 
the highest quality bit it could manufacture under the 
trade-mark “IRWIN” and has advertised and sold 
this bit to the established hardware trade throughout 
the world: it intends to continue this policy. 








2. In order to prevent foreign manufacturers dumping 
cheap bits into the American market, putting American 
labor out of work, The Irwin Auger Bit Company 
offers to the trade a competitive bit, not bearing the 
“IRWIN” name, that can sell at 20c per bit retail and, 
in so doing, has been able to keep American labor 
employed on orders from customers who wish this 
type of merchandise. This bit is a splendid piece of 
merchandise for the money. 













3. The Irwin Auger Bit Company Brands as untrue 
misleading statements that the Irwin Auger Bit 
Company has been selling bits of “IRWIN” quality 
at 20c per bit. It has not done so and does not intend 
todoso. Furthermore, The Irwin Auger Bit Company 

has confined the sale of “IRWIN” trade-marked bits 

only to the hardware trade. 











THE IRWIN POLICY... BUY AMERICAN 
...- BUILD AMERICAN ...SELL AMERICAN 


IRWIN 


WOOD BORING TOOLS 


THE IRWIN AUGER BIT COMPANY 
WILMINGTON, OHIO 
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Pat Life in Business 


“Easy” business is gone—maybe for a long time. 
The forward-looking hardware dealer knows it takes 
more work, more planning and more advertising to 
make both ends meet in these times. The energetic 
merchant applies direct, store-to-home power to 
secure a greater volume of sales. Losses are cut 
down, profits are increased, and business generally 
becomes more satisfactory when the Bunting plan 
is set to work. Write for details. 


THE BUNTING SYSTEM 


NORTH CHICAGO, ILLINOIS 

















Skeffivid 


Offers a Special Big-Profit Deal 
and Spectacular Displays on its 
sensational new 


No-Rub Wax 


© No Rubbing ® Quick Drying 
® No Polishing ® Long Lasting 
Don’t Delay! Phone or write your 


Jobber TODAY. Ask him also about 
other Sheffield quick sellers. 


The Sheffield Bronze Powder & Stencil Co. 
5817 Kinsman Koad, Cleveland, Ohio 











Our small displays were made 
to bring more profits to you. 


Nearly all your customers have pictures and 
wall decorations in their homes and want 


Moore Push Pins and 


Moore Pushless Hangers 
To Hang Them Up. 


Put one or two of these small displays on your 
counter. They hold one dozen packets each, and 
speed up sales. Ask your jobber or write us for 
news of these profit making displays. 


MOORE PUSH-PIN CO. 
113-125 Berkley St., Philadelphia, Pa. 
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SAMSON CORDAGE WORKS 


BOSTON, MASS. 


games 


SASH CORD 


SAMSON SPOT, PHOENIX and SACHEM brands 


each the standard of quality for its particular use. 
There IS a Difference in Sash Cord” 
OTHER BRAIDED CORDS* COTTON TWINES 


, 
Send for catalogue, samples and selling information 








Christmas Tool Sets 


DIAMOND 


Pliers and Wrenches 











The special green and red 
Christmas carton holds two 
“Motor Special’ Pliers and 
a single end _ adjustable 
wrench. Tools nickel plated 
and highly buffed. 


Make a colorful display 
for your counters and just 
the thing to supply the gift 
buyers needs. Decorations 
easily removable for after 
Christmas business. 


DIAMOND CALK HORSESHOE CO. 


4622 GRAND AVENUE, DULUTH, MINN. 












SPEED UP 
SALES 


Allith 


ROLLING LADDERS 


like Allith hangers—are always on the 
track.» They speed up sales by reducing 
the time needed for each sale. They are 
attractive, durable, roll quietly and run 
freely. Your post card will bring prices 
and information by first mail. 


ALLITH-PROUTY COMPANY 
DANVILLE, ILLINOIS 
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The symbol of 
q uality in chain 


industrial, 

al, farm and home purpose 
—in bulk or made into specialties. 
Concentrate on this profitable quality 
line. Made by the world’s largest man 
ufacturer of welded and weldiess chain 


AMERICAN CHAIN CO., Ine. 
Bridgeport, Conn. 


Makers of the Famous Weed Twe 
Choins. 


is a | ACCO 


Chain for ever) 
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New Swing Top Feeder, with sliding partition for grit and 


charcoal. Four sizes. Trimmed in attractive red enamel. One 
of many fine items in Moe’s Big Line of Poultry Equipment. 
Write for 72-page Catalog and Prices. 


WoEFT & COMPANY 


CORPORATE 
2305 Davis St., North Chicago, Ill. 
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CLASSIFIED ADVERTISING 
RATES 





Positions Wanted and Help 
Wanted Advertisements at Spe- 
cial Rate of one cent a word, 
minimum fifty cents per in- 
sertion. 











Use the “Classified Opportunities Section”? to Reach Hardware Manufacturers 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 


THE FOLLOWING RATES 


apply to “Business Opportunities,” “Sales 


BOXED DISPLAY RATES 


B Gee cccsvcdccccscccciccecs ste 
Each additional inch.............- 400 





Accounts Wanted” and “Sales Rep 
tives Wanted” advertisements. 





Set Solid, Minimum of 50 words... .$3.00 
Each additional word..........- .06 

All Capitals, Minimum of 50 words.. 4.00 
Each additional word..... cocccce 08 
Allow Seven Words for Keyed Address. 


Remittance Must Accompany Order 


Samples of merchandise, literature, catalogs, etc., will not be forwarded 





Discounts for Classified Advertising 
4 insertions, 10% off, 8 insertions, 15% off. 
Due to the special rate, these discounts do 
not apply on Position Wanted or Help 
a is iat Wanted Advertisements. 
HARDWARE AGE is published every other 
Thursday. Forms close Nine Days previous 
to date of publication. 
Address your advertisements and replies to 
HARDWARE AGE, Classified Opportunities, 
239 West 39th St., New York City. 














BUSINESS OPPORTUNITIES 


SALES ACCOUNTS WANTED 


POSITIONS WANTED 





INVESTMENT OPPORTUNITY: Hardware 
jobber established over 50 years North central 
territory needs new capital, either with or with- 
out personal connection. Right man with suffi- 
cient investment can have control. House has 
good sales organization and excellent reputa- 
tion among the trade. Address Box J-972, care 
Harpware Acez, New York City. 





A BUSINESS OPPORTUNITY—An old 
established wholesale hardware business located 
in the metropolitan district is for sale. Might 
good chance for two men fully versed in Hard- 
ware, House Furnishing, Butcher and Grocer Sup- 
plies. House has a good following and a splendid 
reputation among the retail trade. Address Box 
J-999, care of HArpware Ace, New York City. 








SALES REPRESENTATIVES WANTED 


SALESMEN WITH CARS, who know the 
hardware, housefurnishing and department store 
trade in their territory to represent sales com- 
auy handling a number of manufacturers’ lines. 
tate commission. Must devote entire time to 
our lines. State territory you desire. Give three 
references, age and enclose a snapshot picture 
of yourself. Territories open in Atlantic sea- 
board states, Ohio, Tennessee, Alabama and 
Georgia. If you want consideration, give _com- 
plete details in first letter. Address Box J-979, 
care of Harpware Ace, New York City. 








SPLENDID OPPORTUNITY _ for Sales 
Agents calling on Retail Hardware, Housefurnish- 
ing and Furniture stores to sell established line 
uality reputation with the trade. 


having 30-year 
Pennsylvania, New Jersey, 


Territories available in 


ew York, Delaware, Maryland, West Virginia, 
Virginia, Mississippi, Kentucky, New _ England 
States. Address Box J-994, care of Harpware 


Ace, New York City. 


RESPONSIBLE REPRESENTATIVES want- 
ed in the United States for a British metal polish 
manufacturer. Product is well established and 
nationally advertised in England and is entirely 
different to anything else on the market. Repre- 
sentative must have organization to assure wide- 
spread and thorough distribution. For details 
write or wire United Sales, 2 Breadalbane St., 
Toronto, Canada. 


OLD-ESTABLISHED MANUFACTURER of 
cast iron hardware household items and fireplace 
andirons and equipment, has several sales terri- 
tories open to competent representatives, on com- 
mission basis. Will only consider men with estab- 
lished clientele among the jobbing trade and cov- 
ering very definite territories. Address Box J-993, 
care of Harpware Acz, New York City. 


SALESMAN WANTED who caters to the 
Hardware Trade to sell a SIDE LINE of DOG 











FURNISHINGS consisting of collars, leads, 
harness and muzzles. Liberal Commission. _Ad- 
dress Box J-991, care of Harpware Acz, New 


York City. 


WANTED-—Sales Representative for old, well- 
established line of tools that sells to Hardware 
Housefurnishing and Chain Store Trade. Middle 
West and Pacific Coast Territories open. Address 
Box J-998, care of Harpware Ace, New York City. 


_ WANTED—Salesmen for Kant-CODust Sweep- 
ing Compound. Exclusive territories. Must have 
following and acquainted with Hardware Jobbing 
Trade, holesale Paper & Twine and Wholesale 
Grocers. Commission basis. References. Address 
Box B-2, care of Harpware Ace, New York City. 


SALESMAN 











WANTED in various states to 
sell established line of paint brushes. Leads fur- 
nished. [Liberal commission basis. Address Box 
J-936, care Harpware Acrt, New York City. 
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EXPERIENCED SPECIALTY SALESMAN 
available. 38 years old, married, will furnish best 
of references as to past sales, ability, honesty, 
character. Familiar with ogee sales pro- 
motion, holding sale conferences, etc. Eight years’ 
experience in electrical and hardware lines to 
jobbers, dealers, dept. stores in eastern half of 
country representing leading manufacturer. De- 
sires to make connection with several reputable 
concerns, commission basis, New England States 
or any part. Address Box J-986, care of Harp- 
warRE AGE, New York City. 





I WANT A STANDARD LINE of wanted 
merchandise for the Hardware and Department 
store trade in the States of New York (city 
excepted) and Pennsylvania. I cover this territory 
in my car. Address Box J-995, care of HARDWARE 
Ace, New York City. 





WANTED —By old, well-established concern 
Agency for tools, Hardware or Kindred Lines in 
Philadelphia and Vicinity. Have ample Storage 
and Warehouse Space. Address Box J-997, care 
of Harpware Ace, New York City. 








HELP WANTED 


EXPERIENCED HARDWARE MEN located 
within the Metropolitan district of New York 
City will find it to their advantage to register 
with this bureau for positions. e are called 
upon from time to time to fill vacancies in the 
hardware industry and we need clean cut and 
thoroughly experienced young men. No registra- 
tion fee required. 

ASSOCIATED PLACEMENT BUREAU 

152 West 42nd Street 
Wisconsin 7-1802 New York City 








EXPERIENCED SALESMAN wanted for New 
York, Brooklyn, and New Jersey territory. Ex- 
clusive field for one acquainted among jobbers, 
lepartment stores and larger retail trade. Splen- 
did furniture and auto polish. Best seller in Eng- 
land for 30 years. Commission ba#is. _ Piccadilly 
_— Company, 347 Fifth Avenue, New York 

ity. 








POSITIONS WANTED 


EXPERIENCED HARDWARE PERSONNEL 
with many years of training in the Hardware 
and allied industries are registered with this 
bureau. Executives, salesmen, clerks and _ tech- 
nical employees each thoroughly ~experienced in 
his line. n New York’s metropolitan district 
we are considered the leading employment agency 
for hardware personnel. If you require experi- 
enced help at any time, please do not hesitate 
to call upon us. We charge you nothing for 
this service. You need but phone to receive 
prompt attention. - Address: 

ASSOCIATED PLACEMENT BUREAU 

152 West 42nd Street 
Wisconsin 7-1802 New York City 








HARDWARE SALESMAN—For factory, real 
estate and store trade in the Metropolitan area; 
an opportunity for an experienced salesman to 
affiliate himself with a growing wholesale hard- 
wate concern in New York City; liberal commis- 
sion basis. Write stating particulars and ref- 
ences, Box 15, 390 Broadway, Brooklyn, N. Y 





SALESMAN—Six years’ experience calling on 
the hardware and electrical jobbers, department 
stores, etc., Chicago to Pacific Coast; free to 
travel, salary or drawing account only considered. 
Furnish the very highest references. Address 
Box No. 7477-A, Harpware AcE, 802 Otis Bldg., 
Chicago, III. 





SALES EXECUTIVE: Sixteen years’ experi- 
ence. Wide acquaintance with wholesale and re- 
tail hardware, mill, mine and plumbing supply 
houses, chain, department store and manufactur- 
trade in Western Pennsylvania, Ohio and 
West Virginia. Headquarters Pittsburgh. Seeks 
new connection. Will represent established manu- 
facturer in Pittsburgh district or will take charge 
of sales of small plant, any location on_per- 
centage basis. Address Box J-987, care of Harp- 
warE AGE, New York City. 


ing 





MANUFACTURER’S REPRESENTATIVE; 
SALES EXECUTIVE; SALESMAN wants con- 
nection with reputable manufacturer who wants 
effective coverage in the five lake States—Michi- 
gan, Ohio, Indiana, Illinois, Wisconsin. Qualified 
to pioneer new territory and introduce new prod- 
ucts. I can sell factories, jobbers and stores. Am 
successful in getting new. accounts. Have adver- 
tising experience and willingness to work. Able 
to plan for others.” Age 33. university, can locate 
elsewhere. dress: C. F. Holstein, 47 Smith 
St., Detroit, Mich. Phone Madison 1019. 





_HARDWARE MAN, 
single, sober and industrious, thoroughly ex- 
perienced in the hardware business, both 
wholesale and retail, desires a position with 
some reputable retail firm as manager or sales- 
man where ability and work will be appreciated. 
Can furnish best references. Middle west or 
south preferred. Address Box J-905, care of 
Harpware Ace, New York City. 


forty years of age, 





SALESMAN—Prominent hardware manufac- 
turer has been obliged to let go an experienced 
salesman because of conditions, and wishes to 
nelp him secure new position. Age 40, rugged 
health, experience twenty years, well acquainted 
jobbers, Northeast, also through South to Texas. 
High type, ambitious worker, highest character 
and ability. Address Box J-996, care of Harp 
waRE AcE, New York City. 





SALESMAN desires position selling to I’li- 
nois retail hardware and department store trade. 
Cover state thoroughly except Chicago, making 
all towns large and small. Have sold this trade 
for years; am well established and have the deal- 
ers’ confidence. Am reliable and have a repu- 
tation of being an able salesman. Address Box 
J-977, care of Harpware AcE, New York City. 





ARE YOU GETTING your share of New Eng- 
land Business? Sales Executive with broad 
experience covering the whole phase of jobber dis- 
tribution, purchasing, supervision, selling, etc., 
contacting the Wholesale and Retail Hardware 
Trade and Associated sources of distribution, im- 
mediately available. Address Box B-1, care of 
Harpware Ace, New York City. 





HARDWARE CLERK—Thoroughly experi- 
enced in retail Hardware, Housefurnishings 
and Paints. Christian, 34 years of age, single, 


8 years in last position. Steady, Displays, 
Windows, Lock repairs, etc. Chauffeur’s i 
cense, New York and vicinity. Address Box 


J-957, care of Harpware Acz, New York City. 





POSITION WANTED by Tinner, Plumber 
and Heating man. Can install steam, hot-water 
or hot-air jobs. Can estimate. Thirty years’ 
experience, 47 years old. Married. I am not a 
floater. I desire connection with firm that can 
use a capable, ambitious and steady worker. Best 
of reference. Address Box J-992, care of Harp- 
ware AcE, New York City. 
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INDEX TO ADVERTISERS 








THE ADVERTISERS INDEX is 


hliched { 


sac and 
No allowance will be 





as & part of the advertising contract. 
made for errors or failure to insert. 


Every 


care will be taken to tndex correctly. 





Allith-Prouty Co. 
American Chain Co. 
American Fork & Hoe Co. 
American Gas Machine Co. 
American Handle Co. 
American Hotel 
American Screw Co. 
American 
American 
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Steel & Wire Co. 


ae | a i, ee 


Bassick Co. 


ge et 0 a ee oe 


Bethlehem Steel Co. 


Bissell Carpet Sweeper Co. ..... 


Blaisdell Pencil Co. 


Bommer Spring Hinge Co. ..... 
Boston Woven Hose & Rubber 


Co 
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Punting System 
Brush-Nu Co. 
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Cartorundum Co. ...c8scccccccs 
Chicago Roller Skate Co. ...... 


Chicago Spring Hinge Co. 
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Clarke Sanding Machine Co. 
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Cleveland Quarries Co. 


Cleveland Wire Spring Co. ..... 
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Columbian Enameling & Stamp- 
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Columbian Rope Co. ........... 
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Corning Glass Works 
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Diamond Calk Horseshoe Co. .. 
Se ry oer 


Disston & Sons, Henry 
Dixon Crucible Co., Joseph 
Dobeckmun Co., The 
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Edison Lamp Works .........-.- _- 
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Electric Sprayit Co. ..0..cecces _ 
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Federal Enameling & Stamping 
Florence Stove Co. 
Forsberg Mfg. Co. 


G 


General Electric Co., Nela Park - 
Gilbert & Bennett Mfg. Co. .... — 
Gold Medal Folding Furniture 

i Se ea PCP een ee — 
Goodrich, B. F., Rubber Co. .. — 
Goodyear Tire & Rubber Co. ... 
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Harrington-Richardson Arms Co. — 
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Hill Clothes Dryer Co. ......... 66 
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Hoppe, Inc., Frank A. ......... 61 
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Indiana Steel & Wire Co. ..... 53 
Irwin Auger Bit Co, ...052...0% 62 
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Kelly Axe & Tool Works of the 
American Fork & Hoe Cow... — 
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Keystone Steel & Wire Co. ..... 55 
Kimball Bros. Co. 
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Libbey-Owens-Ford Glass Works — 
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McKee Glass Co. 
Marshalltown Trowel Co. ...... . 

PONUEE EA Ue anos cscescans 54 
Maydole Tool Corp., David ..... _- 
Metal Sponge Sales Corp. ...... 
Miller, Inc., Robert E. ......... - 
Moore Push Pin Co. 
Myers & Bro. Co., F. E. ....... 6 


N 


National Carbon Co. ........... - 
National Enameling & Stamping 
Co. 
National Mfg. Co. 
Nicholson File Co. 
gal. aS aa ge — 
Northwestern Barb Wire Co. ... 


oO 


Ontario Knife Co. 
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P 


Page Steel & Wire Co. ....... a 
Peck, Stow & Wilcox .......... ae 
fo So Se 
Pennsylvania Lawn Mower Wks. — 
Pittsburgh Plate Glass Co. 

(Paint & Varnish Div.) ..... - 
Pittsburgh Steel Co. ........... 5 
Plymouth Cordage Co. ......... —_ 
Progressive Mfg. Co. .......... 6 


R 


Remington Arms Co., Inc. ....3, 51 
Reynolds Wire Co. ..........++ — 
Robertshaw Thermostat Co. .... - 

Ruby Chemical Co. 2.2006 560« 61 
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Sallee Bros. 
Samson Cordage Works ........ 63 
Sands Level & Tool Co. ........ —_ 
Sandvik Saw & Tool Corp. 
wevage Asie COP. icc wcciccccs _ 
Schalk Chemical Co. ........0. —_ 
Schatz Mfg. Co. 
Schrade Cutlery Co. .........0. _ 
Shapleigh Hardware Co. 
Sheffield Bronze Powder & Sten- 
cil Co. 
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Sherman Mfg. Co., H. B. 
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Skelton Shovel Works of 

American Fork & Hoe Co. .. 
Slaymaker Lock Co. ........... -- 
Smith & Son, Seymour ......... - 
Standard Tool Co. 
SCRE WORM aisc.0icecioaretiaaade - 
Star Heel Plate Co. 
Stewart Iron Works Co., Inc. .. 59 


T 


Toledo Wheelbarrow Co. ...... -- 
Trow & Holden 
Tubular Rivet & Stud Co. ...... 8 
Tucker Duck & Rubber Co. ... — 


U 


Union Hardware Co. 
WU. S. Mabbet Ces: occccacciccess - 
U. S. Stamping Co. .sccccecees —_— 


Vv 


Valspar Corp. ...-.+eeeeee ceca ~- 
Vichek Teol Co. 
Vulcan Electric Heater Corp. ... — 


w 


Western Cartridge Co. .......-.-- 
Wickwire Bros. ......ccccccses 59 
Wickwire Spencer Steel Corp. .. 
William Penn Hotel 
Winchester Repeating Arms Co... - 
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Wooster Brush Co. ........... —_— 
Worthington Co., George ...... 9 
Wright Steel & Wire Co., GF... 6 
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Yale & Towne Mfg. Co. 
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HAND HAMMERS 


OF THE QUALITY TYPE 
TROW & HOLDEN CO. 


BARRE, VERMONT 








NEW FEATURES OF THE 
MODERNIZED and IMPROVED 


BI S SELL Sweepers 


WILL SELL NEW CUSTOMERS 
AND CREATE REPLACEMENT 
SALES TO OLD ONES 


BISSELL IS MARCHING FORWARD 


Bissell Carpet Sweeper Co., Grand Rapids, Mich. 
New York Office & Expt. Dept., 46 West Broadway, New York 














4 No. 45 
An Efficient 
Combination 
Wrench... It Grips and Holds 





The B.&C. Combination Wrench grips, holds and turns pipe as 
efficiently as it does nuts. Head, bar and shank are a solid one- 
piece steel forging. Parts are case-hardened and interchangeable. 
Finish bright or black, with long nut. Sizes: 8, 10, 12, 15 and 
18 in. Smallest size adjustable to pipe %4” to 34” diam., largest 
¥%" to 3” diam. 


Ask your Jobber 
Bax Bemis & Call Co. 
MARK Springfield Mass. 






O. AMES 
The Shovel That Built America 


AMES-BALDWIN-WYOMING SHOVEL CO. 
Parkersburg, W. Va. 








Famous A-B-W Brands 


O. AMES KNOXALL... RED EDGE 
BRONCO MONONGAH PONY 
PACEMAKER HUSKY COAL BLUFF 











Showing Window 
Closed. 


Showing Window 
Open. 


Manufacturers of 
“Quality Hardware Since 1876” 
Window and Door Specialties 


. THE H. B. Ives Co. 
New Haven, Conn., U. S. A. 





For the Upper Porch or Baleony 


This style D HILL Clothes Dryer 

offers greatest convenience. Has | 
arms, 5 ft. 4 in. long and holds 110 

ft. of best cotton line. 


\\ 








™ so 
No Under 
Bracket For Clothes 
To Rub Against 
Easily attached to 
corner post only. 
Yellow arms and 
Red braces make it ¢gg Our OMDENSED pen 
very attractive. Send 1h THT ARDWARE Aeeeek 
for Booklet which 
shows all styles. 
HILL CLOTHES DRYER CO.., Ine. ‘ig 


Worcester, Mass. 








== —S————— 





VM 














Best sellers for 22 
years. Nationally 
known. Seven 


**, sizes: 4%”, %", 
%”, ff Ld 
1%”. New 1%” 


DOMES 
OF 
SILENCE 


Insist on the 
Genuine — 


furniture. Sizes 
” 





Look for shown in D19 
Name Inside ———< 
Each Dome Refllle—Packed 48 sets of a, size %” to 
%” in a carton; 1%” and 1%”—12 sets in 
Ask Your a carton; also bulk packing : 100 sets %” 
to %” in a carton; 1%” and 1%”—50 sets 

Jobber in a carton. 


Domes of Silence, Inc., Sow fonk ory 





size for very heavy . 








Steel Brick and Mortar Hods 





No. 162 Brick, 
22”z10”x7” deep. 


No. 158 Mortar, 
26212” x 11%” deep 
Have been used for years because of their strength 
aud lightness. No dripping onto the user’s back. 
They are all steel too. 
Present Prices Will Interest You 
Made by 


THE CLEVELAND WIRE SPRING CO. 
E. 38th St. and Hamilton Ave. Cleveland, Ohfe 
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“The recollection of QUALITY remains long after the PRICE is forgotten’””—E. C. SIMMONS 






1932 





DECEMBER 8, 
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EARS OF HONORABLE SERVICE~193Z 





TRADE MARK 


RECISTERED 








EVERY USEFUL _—sié EVERY USEFUL 
STYLE Zz SIZE 











Our DIAMOND EDGE Tool Line is Complete . / 
ASK OUR SALESMAN TO SHOW YOU OUR FULL LINE 














“DIAMOND EDGE IS_A QUALITY PLEDGE” 














Shapleigh National Series No. 1775 
HARDWARE AGE 








